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ough Proofs 


Looking over the results of its 
big newspaper campaign against 
the Taft-Hartley bill, the august 
4FofL may regretfully decide 
that it doesn’t pay to advertise. 

a = ¥ 

Everybody is eager to help out 
he June brides, but the Pan- 
\merican Coffee Bureau, which 
s offering a coffee measuring cup 
ind a booklet on coffee brewing 
or 10 cents, is really doing some- 
hing about it. 

> =? 

“Space Buyers Are Helpful, 
(cEvoy Assures PNPA.”—Head- 
ine in ADVERTISING AGE. 

Media reps will agree with that 
tatement 100%. 

7 1.2 

“Used car dealer” is beginning 
op carry a few of the connotations 
ssociated for so many years with 
rivate refreshment entrepreneurs 
nown as bootleggers. 

v re 

Holiday says, “You'll love 
Jashington as a summer resort.” 

Members of Congress, who in- 

st on ducking out when the as- 

halt gets soft, may not fully 
zree. 
7 FP ee 

Somebody ought to provide a 

eautifully engraved leather 

iedal for the zealous secretary 
tho is always sure she can “help 
ou” better than her boss. 

ae 6S 

The Spend-o-crat is the name 

wented by Sports Afield to iden- 

fy those open-handed outdoor 
oys, but maybe it ought not to 

e too well publicized to their 

rives. 

~ = oS 

Repeat ads don’t lose reader- 
nip, reports the world’s greatest 
dvertising journal, which should 

ow steel itself for a visit from 
ne public relations department 

f the International Typographi- 
al Union. 

> = = 

Drug Topics says peppermint 
eaves have been used with great 
uccess as a preventive of seasick- 
ess, and the chewing gum adver- 
isers will probably want to know 
ow long this has been going on. 

. 7 

Red hot baseball fans in agency 
fices are now finding it conven- 
ent to spend a lot of time in the 
adio departments where the daily 
lamond battles are coming in on 
he television sets. 

+ = 


Ambitious, personable young 
voman wants absorbing job, says 
he classified ad. 

Young mothers admit wrestling 
viln a 2-year-old is pretty ab- 
orbing. 

ver 


Blue-Jay tells druggists the big 

oot-product business totaled $31,- 

50,000 in 1945 and is growing 

igger in 1947. 

Corns hurt just as much 

vhether the foot is big or little. 
oe re 


James Caesar Petrillo says that 
‘© bows to the Supreme Court of 
he United States, but he may 
lave to get off his feather bed to 
iO SO, 

Copy Cus. 


Senate Group 
Approves Census 


of Manufactures 


Sanctions $4,000,000 
Program for 1948; 
Trade Study Possible 


WasHINGTON—The Senate ap- 
propriations committee last week 
assured a Census of Manufactures 
for 1948, but condemned the Cen- 
sus Bureau program of current 
production and sales data to a 
skeleton basis for the coming fis- 
cal year. 

The committee followed the ex- 
ample of the House in allotting 
$4,000,000 for the first manufac- 
turing census since 1939. While 
this is $1,000,000 less than the 
bureau asked, the Senate allowed 
additional funds under another 
budget heading for supervisory 
personnel in the field. 

With favorable action by both 
Houses on the budget, the Census 
of Manufactures’ will get under 
way in January, and the first 
compilations will be released dur- 
ing the fall or early winter of 1948. 


Waits Congress Action 


While the manufacturing census 
is assured for 1948, the fate of a 


companion business census rested |" 


on a race against the clock. 

New enabling legislation, 
needed to make the business cen- 
sus possible in 1948, has been ap- 
proved by the Senate and by the 
House post office’ and civil service 
committee, but has yet to come 
before the full House. 

Aware that passage of the bill 
will not assure the business cen- 
sus unless there is time for the 
appropriations committee to vote 
the funds, President Truman 
sought to speed the process Mon- 
day with a special message re- 
questing $13,500,000 for the busi- 
ness and transportation studies. 
His action gave the Republican 
House leadership the choice of 
starting through an appropriation 
in anticipation of final adoption of 
the enabling legislation, or ac- 
cepting the responsibility if Con- 
gress fails to complete action on 
the business census this session. 

With the appropriation now 
formally requested, the appropria- 
tions committee is free to conduct 
its hearings, and prepare a report 
which could be released as soon 
as the enabling legislation clears 
Congress. 

The enabling 


legislation can 


(Continued on Page 58) 


Congress’ Saving 


may be expensive. See 
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division of General Motors claims a 

major share in recent record-breaking 

flight of a Lockheed jet-propelled P-80 

at Muroc Dry Lake, Cal. Kudner 

Agency handles Allison advertising. 
(Story on Page 4). 


Chen Yu's Maker 
Goes Under; Asks 
Reorganization 


Six Agencies Listed 
Creditors; Cummings 


Is Still 'Godfather' 


Cuicaco — Associated Product’s 
long financial difficulties forced 
it last week to file a petition in 
federal court here to reorganize. 

The company, maker of Chen 
Yu lipstick, Tattoo cosmetics, 
Evyan perfumes and other toi- 
letries, has not advertised since 
early this year. It was organized 
early in 1945 by Louis J. Ruskin, 
head of the Ford Hopkins drug 
chain, who agreed to pay $2,000,- 
000 for Chen Yu and related lines 
to J. L. Younghusband, cosmetics 

(Continued on Page 56) 


AAW to Aid Ad Council 


Eller Elected President; 
Speakers Beat Floods— 


Meeting No Washout 


Sun VaLiey, Ipa.—Members of 
the Advertising Association of the 
West, who met here about 600 
strong last week for their 44th 
annual meeting, are more con- 
vinced than ever that the West is 
the place to live. 

Their conviction stems from the 
fact that only the most heroic ef- 
forts kept the program from fall- 
ing apart, since practically all 
speakers coming from the East 
were delayed by floods and wash- 
outs in the Middle West, with the 
result that the printed program 
was juggled so frequently that it 
soon became almost impossible 
to determine what day it was. 

All of the speakers eventually 
came through, however, and since 
it was possible in all cases to 
switch complete programs, no 
harm was done except to the 
printed programs. Detailed ses- 
sions devoted to many of the 
principal media of advertising 
marked the program, along with 
special discussions of advertising’s 
public service functions and the 
numerous special festivities, such 
as the three-minute speaking con- 
tests which have come to mark 
AAW meetings. 


Active Cooperation 


Discussions of the public re- 
lations and public service aspects 
of advertising culminated in an 
agreement in principle by the 
AAW to cooperate actively with 
the Advertising Council in the 
western states. 

If financial and managerial dif- 
ficulties can be overcome, the AAW 
headquarters in San _ Francisco 
will also become the western of- 
fice of the Advertising Council 

(Continued on Page 54) 


Last Minute News Flashes 


FTC Commissioner Ayers 


Reappointed 


WaASHINGTON—President Truman upset predictions Thursday by re- 
nominating 80-year old FTC Commissioner William A. Ayres for a 


third seven-year term beginning in September. 


The assumed retire- 


ment of Mr. Ayres, a Kansas Democrat and former member of Con- 
gress, was supposed to provide an opportunity for the appointment 
of a new commissioner more sympathetic to the trade practice con- 


ference program sponsored by the 
missioner Lowell B. Mason. 


Great Northern Appoints 


President and by Republican Com- 


Campbell-Mithun 


St. Paut—Great Northern Railway Company is switching its ad- 
come up on Monday, July 3, and| vertising account from Reincke-Meyer & Finn, Chicago, to Campbell- 


| Mithun, Inc., Minneapolis, effective Oct. 1. 


agencies have held the Great Northern account for about 25 years. 


Amount of appropriation was not 


Court Restrains CBS Use 


ATLANTA—The federal court here has issued 


revealed. 


of WAGA, Atlanta 


a temporary order 


‘ - A restraining CBS from using station WAGA here, until a hearing on 
In Washington, Page Sept. 10. The state board of regents (AA, June 23) had obtained a 


| 10-day restraining order from the court enjoining CBS from using 
| WAGA. 


Sunnysweet Chocolate Promoted in New York Area 
New YorK — Peter Cailler Kohler Swiss Chocolate Company is 
starting a campaign for its Sunnysweet chocolate in the New York 


metropolitan area, using the News, Sun and World-Telegram. 

| campaign will feature products to be made with the chocolate. 
| company also is running plant city copy in Syracuse, Oswego and 
;| Fulton, N. Y. Cecil & Presbrey is the agency. 


The 
The 


(Additional News Flashes on Page 59) 


in Western Campaign 


Jingles Rate High 
in Survey Showing © 
Audience Age, Sex 


By S. R. BERNSTEIN 


Sun VALLEY, Ipa'!—Results of a 
new study of the penetration of 
radio commercials, done on so 
large a scale that detailed break- 
downs by age, sex, economic 
status, etc., can be made, and so 
that accurate projections for the 
entire area studied can be com- 
piled, were revealed here this 
week at a session of the Adver- 
tising Association of the West. 

First public report of the study, 
which will be published later, was 
given by H. E. Ringgold, sales 
manager, Edward Petry & Co., 
New York, whose organization 
sponsored the study, following a 
similar but less extensive survey 
last year. 

Using the random sampling and 
pre-test and post-test methods de- 
veloped by Dr. Alfred Politz, 
Petry studied the impact of com- 
mercials, station breaks and one- 
minute, in a _  1,000-square-mile 
area in and around St. Louis. 
Eight advertisers—Brown & Wil- 
liamson, Chesebrough, Du Pont, 
General Mills, Paramount Pic- 
tures, Johnson & Johnson, TWA 
and W. F. Young (Absorbine Jr.) 
—cooperated by purchasing time 
on various St. Louis stations of 
their own choice to air commer- 
cials never before heard in that 
area. 


Listen 20% More 


The commercials were aired 
during January and February. To 
determine whether willing re- 
spondents among the public are 
more avid listeners than non-co- 
operative individuals, Mr. Ring- 
gold said, the Politz organization 
made 8,324 calls to obtain 3,229 
interviews, and discovered that 
that part of the public which is 
willing to be interviewed is defi- 
nitely more radio minded than 
those who refuse cooperation. 

Cooperators listened to the 
radio about 20% more than non- 
cooperators, the study showed. 
This is an important finding not 
only for this particular study but 


Love's Labor Wins 
When Classified 
Plays Dan Cupid 


RM&F and predecessor | 


St. Paut—An odd and exqui- 
site testimonial to the power of 
classified advertising was reported 
by Leslie J. Cummings of the 
Daily Province, Vancouver, B. C., 


at last week’s meeting of the As- 
sociation of Newspaper Classified 
Advertising Managers. 

Mr. Cummings said a gray- 
haired man recently asked to 


place an ad for a wife. 
“About 23 years ago I inserted 


the same kind of ad and got my- 
self a pretty nice wife,’ the man 
said. “She died recently. I was 


so satisfied with the results I de- 
cided to try it again.” 
The follow-up want-ad ran. 
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to every survey which asks pub- 
lic participation, Mr. Ringgold 
pointed out, whether that coop- 
eration consists of keeping a radio 
log or allowing a recording ma- 
chine to be installed in the radio 
set or answering a series of ques- 
tions on what one has listened to. 

With one pre-test conducted in 
December, and with post-tests 
made at the end of January and 
February, approximately one 
month and two months after the 
commercials began, Mr. Politz’ re- 
search showed on the average, for 
the eight singing-talking commer- 
cials used, that 24.8% of the 
sample was confused to the extent 
of identifying commercials which 
had never been aired. Taking this 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


STredemorts Rog. U.5. Put Of. ; 


confusion factor into account, 
however, the test at the end of 
one month showed a net of 25.8% 
who had heard the commercials 
and could remember them, and 
at the end of two months this fig- 
ure had risen to 31.9%. 


Many Young Listeners 

Although only 39% of the 1,000- 
square-mile-area population re- 
sided outside St. Louis, the sur- 
vey showed that 50.6% of the 
total listening was concentrated 
in this area, with women listen- 
ing more than men, and the 15-29 
age group accounting for 36.9% of 
the listening, although constitut- 
ing only 31.6% of the population. 
In the 30-44 age group, listening 
is somewhat below the population 
level, while in the over-45 group 
listening and population are 
practically identical. 

Two of the cooperating adver- 
tisers, Brown & Williamson for 
Kool cigarets, and Du Pont for 
Zerone and Zerex, bought early 
morning and late night spots, and 
switched their times at the end 
of one month. Both nevertheless 


achieved significant recognition 
value, Mr. Ringgold reported, and 
also confirmed the fact that audi- 
ence composition varies with time 
of day, the early morning pro- 
grams attracting more women and 
more people outside St. Louis, and 
the late evening commercials at- 
tracting more men and more city 
dwellers. 

Said Mr. Ringgold: “This study 
confirms last year’s survey by 
again demonstrating that spot 
radio commercials penetrate the 
awareness of a tremendous audi- 
ence, and that this can be achieved 
with just ordinary schedules and 
even with inexpensive marginal 
time. 


Shows Audience Turnover 

“The complete study throws 
considerable light on the little 
understood phenomenon of audi- 
ence accumulation, the measure 
of audience turnover, which is en- 
tirely ignored in coincidental rat- 
ings. It illustrates how little re- 
lationship there is between rat- 
ings and audience penetration. 
Over a period of time the figures 


show why all researchers urge 
constant caution about projecting 
ratings made in the five-cent call 
zone beyond that zone. Listening 
habits differ so materially even 
on the fringes of the five-cent 
zone that ratings are frequently 
more a distortion than a helpful 
guide when projected beyond that 
zone.” 

The study also uncovered an in- 
teresting fact about the singing 
commercial: Of 3,111 people who 
were asked whether they pre- 
ferred commercials spoken or 
sung, 50% said they preferred 
singing or at least had no objec- 
tion to it; 43% preferred spoken 
commercials, and 7% had no 
opinion. 


BMB ‘Won't Fold’ 


C. Burt Oliver, manager of the| 


Hollywood office of Foote, Cone 
& Belding, and a member of the 
Broadcast Measurement Bureau 
board, told the session that BMB 
directors have decided to forego a 
BMB study in 1948, but will have 
one in 1949 and thereafter every 
two or three years. In the mean- 


SUSIE, the BG* 


is wise when she buys 


Today and Every Day... The BG* Is Your Best Customer 


Every single payday, 52 times a year, the BG* spends a 
large part of her income on her wardrobe and beauty aids. 
Because CHARM is edited exclusively for her needs and 
tastes, more than half a million young BGs* buy CHARM 
every month. Alert manufacturers and progressive stores 
recognize the great buying power of this vast market, for 
they know that CHARM’s BG*, and millions like her, are 
forming the shopping habits that will last a lifetime. 


*business girl 


CHARM 


the magazine for the business girl 


a street and smith publication 
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time, BMB hopes to develop in. 
terim reports covering new sta. 
tions, those with changed fre. 
quencies and power, in order to 
keep all data current and com. 
parable. There is no chance that 
BMB will fold, he implied; in. 
stead, plans are being develope 
to put it on a permanent, rather 
than a year-to-year basis. 

Thomas H. A. Lewis, vice-presi. 4 
dent and director of radio for 
Young & Rubicam, Hollywood, 
told the session that it is impor- 
tant socially, as well as good busi- 
ness, for radio to move towarj 
higher types of programs, an 
that there “is still room for im: 
provement from the moral stand- 
point without getting stuffy abou 
it.” 

One thing that will help ma 
terially in tightening up on stand 


ards of good taste, he said, would Mes 
be clear cut statements of policy) air « 
from the networks, which now, he 
charged, frequently exercise blu and 
pencils under widely varying con. ginn 
ditions. 

Radio programming seems to bx indu 
moving back to agencies and net. 
works and away from packagi 
producers, Mr. Lewis said, addin; APP 
that, while it may be too much tc vey 
expect the cost of the very top. 
drawer programs to be reduced plet 
there are already signs that good Cet h 
shows are becoming somewha’ with 
less costly. As an example, he re. 
ported that the Abbott and Cos. DIS' 
tello show has reduced its fee 
and that new shows are now be: Furt 
ing offered at prices considerabl; 
below those of a year ago. duc’ 

Despite all the pessimism abou iner 
radio business, Mr. Lewis said 
network business for fall is nov Tod 
several hours ahead of last yea1 ‘ 
and there is no indication of ; a ri 
slip-off. (Mr. Lewis’ resignatio mar 
from Y&R was reported last week : 
Story on Page 6.) inat 
National Named Agency§ es 
for Spey Royal Scotch the 

W. & A. Gilbey, London, ha 
appointed National Distillen DO 


Products Corporation, New York 
as sole distributing agency in thi 
United States for Gilbey’s Spe 
Royal Scotch whisky, effectiv 
July 1. The Gilbey brand, 4 
well as National Distillers’ Ol 
Angus Scotch whisky, will be sol 
through the company’s regula 
distributors. 

National Distillers has mar 
keted Gilbey’s gin since 193! 
when National and the Londo 
firm became partners in W. & 4 
Gilbey (Delaware), which wa 
organized to distill Gilbey’s gin il 
this country. 


Appoints Rotkin A.M. 

H. B. Rotkin, formerly direc 
mail promotion manager of Es 
quire and Coronet, has been ap 
pointed advertising and sales pro 
motion manager of Adler-Joné 
Company, Chicago, designer ani 
manufacturer of window and in 
terior displays. 


Paper is scarce and valuable ) 
... avoid hoarding and waste He 
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AST MOVING EDITORIAL CAMPAIGN i 
REVERSES THINKING ON PRICES! 
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RGES: BUY NOW TO KEEP PRODUCTION UP AND TO KEEP PRICES DOWN! 


> ma 
7 Manufacturers’ prices throughout the plumbing, heating and 
would 

policy air conditioning industry had not risen in proportion to labor 
ow, he 


and material increases. Publicity on prices in general were be- 


e blue 

g con§ ginning to cause undeserved consumer resistance to sale of our 
sto bd industry's products. 

d net: 

ackagt 


adding APPROACH: DOMESTIC ENGINEERING launched fast sur- 


aad, vey by telegram to over 300 leading manufacturers for com- 
duced plete and confidential facts. Results were analyzed, compared 
sewn 
he re- 
Af yr DISCOVERED: "Today's Best Buy Is Plumbing and Heating.” 
Further discovered, today's prices are based upon peak pro- 


—— . 
with other commodity prices. 


duction. A material slowdown in consumer buying would cause 


Ages increased production costs and higher prices to consumers. 
1¢ 
is nov Today, purchasers of plumbing and heating may be buying on 


“ a a rising market rather than on what is supposed to be a falling 


gnatior market. Without delay, a full-fledged campaign to dissem- 


t week 
inate this information was launched. 
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the acceptance, the need and the value of this effort to 
DOMESTIC ENGINEERING readers and our industry. 


Illustration above is actual reproduction of large size poster which is going up in windows and display rooms 
of DOMESTIC ENGINEERING readers from coast to coast to tell the story of today's best buy. 


1 | # 929 
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WHOLESALER ASSOCIATION: Makes Price Campaign 
the basis of its program for big meeting. Secretary reports: 
"The success of our program was assured by your participa- 
tion. Many favorable comments received regarding your 
interesting and instructive campaign." 


DOMESTIC ENGINEERING READERS in California, Ohio 
and elsewhere launch cooperative advertising campaigns in 
local newspapers to tell the story that "Today's Best Buy Is 
Plumbing and Heating." They state: "This is the kind of 
material we have been looking for and we want to equip 
our salesmen with these aids to sales." 


MANUFACTURERS' ASSOCIATION revamps program of 
annual meeting to include campaign information. Execu- 
tive Director stated: "So much good information on prices 
of plumbing and heating equipment, | have included it in 
our program." 


WHOLESALERS have been furnished by DOMESTIC 
ENGINEERING with sales kits which have been made the 
basis of special meetings with their salesmen to tell the 
common story that prices can be kept down only if produc- 
tion is kept up. 


DOMESTIC ENGINEERING READERS — Contractors and 
Dealers from coast to coast are placing in thou- 
sands of show windows and display rooms the DOMESTIC 
ENGINEERING poster paprodaeed above and have been 
reassured through factual information that "Today's Best 
Buy Is Plumbing and Heating.” 


Advertise and sell now to keep production up and to keep prices down! 


Consult your Advertising Agency or wire direct for further information on how 
DOMESTIC ENGINEERING services can help you reach and build your market 
in the plumbing, heating and air conditioning industry. 


WRITE FOR 16 PAGE BOOKLET . . . NO OBLIGATION 
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Allison Boasts 
Air Speed Mark 
in 24 Dailies 


(Picture on Page 1) 


New YorkK—On June 19, a 
Lockheed P-80 streaked over the 
wastes of Muroc Lake, Calif., and 
set a new international speed rec- 
ord of 623.8 miles per hour. Four 


ees s 
ioe san tey? 


: p ™ eA Arete Bilis ingens 
THE LETTER SHOP, Inc. 


431 &S. Dearborn St., Chicago 5, Illinois 


days later, in 24 newspapers of 17 
cities, the Allison division of Gen- 
eral Motors was telling the public 
that the record-breaking aircraft 
was powered with an Allison 
Model 400 jet engine. 

The single shot copy was 1,000 
lines in all newspapers except the 
Wall Street Journal, where for 
makeup reasons it was scaled 
down to 800 linés. It is scheduled, 
in black and white pages, for 
eight aviation and technical busi- 
ness papers during July and Au- 
gust. 

Allison, which built the plants 
powering many fighter planes 
during World War II, said proudly 
in its copy “since the end of the 
war, Allison has concentrated on 
design and development of new 
and higher-powered jet engines. 


This engine represents the latest 
and finest of 2,000 jet engines 
built by Allison. But no nation 
can afford to relax in its aircraft 
development . . . continuing re- 


|search will result in more new 


engines to maintain for America 
the air power which means peace 
power for our land.” 

Kudner Agency has the ac- 
count. 


Aids Soil Conservation 


Goodyear Tire & Rubber Com- 
pany, Akron, is sponsoring soil 
conservation achievement awards 
in the states of Ohio, Indiana, Ili- 
nois, Missouri, Iowa, Minnesota, 
Michigan and Wisconsin in a test 
program during 1947-48, which 
may later be extended to the en- 
tire country. 


Adclub Elects Martin 


The Advertising Club of Akron 
has elected Glen E. Martin, retail 
advertising manager of B. F. 
Goodrich Company, president for 
1947-48. Other officers are: Rus- 
sell W. Richmond, general man- 
ager of WHKK, first vice-presi- 
dent; Richard Guy, publicity and 
sales promotion manager of A. 
Polsky Company, second vice- 
president; James S. Hilton, treas- 
urer, and John F. Rowe, secre- 
tary. 


Sutton Ups Neubauer 


R. A. Neubauer, assistant to 
the president, has been appointed 
vice-president of Sutton Publish- 
ing Company, New York, and 
sales manager of Electrical Equip- 
ment and Metal-Working Equip- 
ment, published by Sutton. 


Sale! Limited quantity of 
these wringer.‘ype washers 


94.95 


ery + ames! grins OB BO 


It's Macy's famous Supre-Macy—the 
wringer washer with electric emptying 
pump. The tub is gleaming white porve 
lain-od-steel; the wringer is the de 
fuze Lovell safety type: release bar pro 
tects your bends. Automatic drainboard 
washes oll kinds of fabrics efficiently. 
Tub holds « full 9 pounds of clothes 


and workmanship. AC only. Sorry, ae 
mail or phooe ordern Basement 


Pay cmt of nrome om Macys Cosh 


Macy advertised this washing ma- 
ehine exclusively in The Sun, 
Size was 4 page. All stock sold 
out by early afternoon, Many cus- 
tomers disappointed. Calls con- 
tinued all day. 


our Baie ‘Tepe are something special at only 


19.98 


Oppenheim Collins scone’ 
this $19.98 topper exclusivel 
The Sun. Size was 140 in 


‘6 columns, 


Department adivity 


was excellent and mostly concen- 
trated on advertised coat. Sales 
noted in all colors and sizes. 


Prompt response, constant results, a low cost per customer, these are the ultimate for 
judging a medium’s advertising efficacy. Day after day, The Sun’s over 300,000 substantial 
families keep proving their ability to buy more and more often. That’s why America’s 
largest department stores keep writing The Sun’s sales story. For 24 consecutive years, 
Manhattan Department Stores have given The Sun more advertising than any other New 


York evening, morning or Sunday newspaper. The reason is obvious. They get fast, 
profitable Ad Action. 


*Reported by The Retail News Bureau 


Mason, Former 


NBC Executive, 
to Head Brewers 


New York —Frank E. Mason, 
for 14 years a public relations ex- 
ecutive with National Broadcast- 
ing Company, has been named 
executive director of the U. §. 
Brewers Foundation and will take 
over his duties tomorrow. 

C. O. Williams remains secre- 
tary of the foundation. Mr. Ma- 
son takes over a new post. Ed- 
ward V. Leahy, president and 
chairman of the foundation, is 
also president of Smith Bros., Inc., 
New Bedford, Mass., brewery. 
Mr. Mason has recently been 
president of Fireside Press, Phila- 
delphia book publisher, and ac- 
companied former President Her- 
bert Hoover on his world survey 
of food needs. During the war Mr. 
Mason was special assistant to 
Secretary of the Navy Frank 
Knox, and helped in organizing 
the Navy’s public relations sec- 
tion. Subsequently —on loan to 
the Army—he assisted in the for- 
mation of the Psychological War- 
fare section. 


Kostka Also Joins Brewers 


Mr. Mason served in the first 
World War. Later he headed the 
Berlin bureau of International 
News Service; thereafter he 
worked in INS bureaus in Lon- 
don, Paris and other cities, re- 
turning to the U. S. in 1927 a 
president and general manager of 
INS. In 1931 he resigned to be- 
come vice-president of NBC 
where he was director of public 
relations and chief of the interna- 
tional shortwave department. Hi: 
left NBC in 1945. 
Also joining the Brewers Foun- 
dation is William Kostka, re 
cently vice-president of the In- 
stitute for Public Relations, where 
he handled the brewers’ account 
The institute no longer lists the 
brewers as a client. 
Brewing Industry Foundation 
was launched originally in 193! 
as a research and publicity organ: 
ization under the leadership ¢ 
the late Col. Jacob Ruppert o 
New York, based on a study mad 
by Edward L. Bernays. The lat 
Bernard Lichtenberg shortly after- 
ward obtained this public rela 
tions account for his IPR. 
The foundation has advertise 
consistently since 1938, firs 
through Newell-Emmett Company 
and in recent years through J 
Walter Thompson Company 
spending up to $1,100,000 annu 
ally in magazines, farm publica 
tions, professional papers, and 
several thousand small daily an¢ 
country weekly newspapers. 
After relegalization in 1933, the 
nation’s brewers had three a 
sociations. Brewing Industry, Inc. 
and American Brewers Associa 


ter name, and ABA later joine 
with United States Brewers A* 
sociation. The foundation an 
USBA were merged in Octobe 
1944 to present a united, all-i~ 
dustry front against the 4d" 
forces. 


THE SPORTING GOODS 
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ST. LOUIS 3, MO. 


VOLUME 


tion were merged under the |a\ 
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Big M. I. gives 


vou more... 


IN SELLING TO INDUSTRY, there is no 
prestige to be won that is greater than the 
purchase preference of the top-ranking plants. 
And this is the kind of prestige big MI helps 
its advertisers acquire, develop and expand. 
Imagine with us for a moment or two: Dream 
up a great, modern auditorium with a tremen- 
dous stage. Visualize row on row of comfortable 
seats to accommodate 55,000. Think of every seat 
occupied by people that are important to you. 
All the great manufacturers — the 31,500 
plants producing about 89% of all manufac- 
tured products will be present. They will be 
represented by their presidents, general man- 
agers, plant managers—and other management 
levels that influence decision and action. 
The spotlights are focused for maximum visi- 
bility from any part of the house. The audience 
is expectant. It’s your cue to go on stage. 


Theatre for action 


The modern auditorium is Modern Industry. 
The tremendous stage is its room-to-do-a-job 
page size. The 55,000 seats are occupied by big 
MI’s primary readers. These men all hold re- 
sponsible jobs at various management levels. 
They are all keenly interested in making and 
marketing better products at lower cost. 

You have room to do your stuff—and oppor- 
tunity to capture the interest of America’s influ- 
ential manufacturing management personnel. 

The white light of attention will be focussed 
on your presentation because it will be flanked 
by unique editorial material and not weighted 
down by a welter of advertisements in solid 
formations. 


The stage is yours 


In big MI put on your best performance be- 
cause the opportunity is yours to enhance pres- 
tige through greater and swifter development 
of purchase preference by America’s best plants. 
The big men in the big MI audience are 
ready and willing to heed your message in the 
industrial magazine whose editorial accomplish- 
ment has won their recognition and esteem. 


for all management men con 


ing better products at lower Cost, ~aalinding PYICTOKIAL JOURNALS 


For a commanding position in men’s minds: be seen in the right place — with 
the right people — by the right people. Prestige is the influence that accom- 


panies or follows such successful accomplishment. Big MI provides all elements. 


APPLAUSE OF distinguished audience big MI gathers for your presentation—good as money in the bank! 


Staff-researched and staff-written 
“rned with making and market- 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 
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Lewis Quits As 
Y&R Radio Head 


New York — The long antici- 
pated shakeup of the radio depart- 
ment of Young & Rubicam got 
under way last week with the 
resignation of three key execu- 
tives. 

Following close on the heels of 
the resignation of Thomas H. A. 
Lewis, vice-president and director 
of radio, Max Wylie and Robert 
Weenolson, both radio program 
directors, announced their inten- 
tion of leaving the agency. 

Mr. Lewis’ resignation had been 
rumored for some time but re- 
cently was denied emphatically by 


NOW OVER 


90,000 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 


St. Joseph Ouzette 


Sigurd S. Larmon, Y&R president, 
who said no top executive 
_ changes were contemplated. Mr. 
| Larmon now is in Europe. 

Mr. Lewis, who also was a 
member of the executive commit- 
tee and plans board of Y&R, re- 
turned to the agency in December, 
1945, after three years as head of 
the Armed Forces Radio Service. 
In his prewar years with the 
agency he was given credit for 
many of Y&R’s outstanding radio 
shows. It was through his efforts 
that “The Aldrich Family” was 
introduced on the air. 

No announcement of a successor 
to Mr. Lewis will be made until 
Mr. Larmon returns to this coun- 
try late next month. Meanwhile, 
other staff changes are expected 
in the radio department. 

Young & Rubicam’s growing 
dissatisfaction with its condition 
radiowise has been no secret of 
late. With the cancellation of 
Ginny Simms’ show this spring, 
the Borden Company account 


=. 


moved over to Kenyon & Eck- 


hardt. Alan Young, touted “com- 
edy find” of a couple of years ago, 
failed to please Bristol-Myers 
and his NBC show was dropped. 

One interpretation of the move 
was that Young & Rubicam had 
decided to direct the radio di- 
vision from the New York office, 
where most of the sales to big ad- 
vertisers are made. 


Names Berger-Plate 


Califruit Company, Manteca, 
Cal., has appointed the Berger- 
Plate Company, San Francisco, as 
its executive sales agent to man- 
age the national distribution of its 
packs of asparagus, apricots, 
peaches, tomatoes and tomato 
products. 


Uses Jig-Saw Puzzles 


Fisk Tire division of United 
States Rubber Company, New 
York, through its distributors, is 
offering jig-saw puzzles of the 
“Time to Retire” boy to promote 
sales of its white-striped Safti- 
Flight automobile tire. 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 


Senate fo Study 
P.0. ‘Efficiency’; 
Rate Rise Held Up 


WASHINGTON — Adoption of a 
special bill extending the three- 
cent rate on first class letters in- 
definitely took the steam this 
week from the movement for a 
general postal rate revision at the 
present session of Congress. 

While Rep. Edward Rees (R., 
Kan.) continued to argue for ap- 
proval of the $110,000,000 rate 
hike reported by his committee 
last month, responsible House Re- 
publican leaders indicated that 
the matter will be held over to 
next year. 

Meanwhile virtually the entire 
membership of the Senate post- 
office committee united in sup- 
porting a proposal for a sweeping 
investigation into departmental 
efficiency, rate structure and 
methods of doing business. 


Covers Three Points 


The Senate resolution, intro- 
duced by Sen. Raymond Baldwin 
(R., Conn.) authorizes employ- 
ment of technical experts for a 
study (1) of the efficiency of op- 
eration of the department; (2) 
the existing postal rates’ and the 
extent to which each of the vari- 
ous classes of mail is self-sup- 
porting; (3) the necessity or de- 
sirability of changing the meth- 
ods of conducting the operations 
of the department and increasing 
or adjusting postal rates to elimi- 
nate deficits. 

The committee, to be composed 
of House and Senate members, 
would report “as soon as prac- 
tical during the present Congress,” 
and offer legislation necessary to 
carry out its recommendations. 

The special resolution extend- 
|ing existing first class and parcel 
| post rates was detached from the 
Rees bill and rushed through in 
order to prevent reversion to a 
two-cent first class rate on July 1. 

The full bill itself remained 
locked in the House rules com- 
mittee, where Republican leaders 
refuse permission to debate the 
subject this session. 

While extension of the three- 
cent rate was before the House, 
Rep. Rees renewed his plea for 
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the federal rate hike, involving 
second class, parcel post, and 
many of the special postal sery- 
ices (AA, May 26). 

Supported by Rep. Howard 
Smith (D., Va.), a key minority 
member of the rules group, Rep. 
Rees argued that the postal defi. 
cit is of such proportions that the 
rate bill ought to be considered 
by the House. 

In pressing for a “green light” 
from the rules committee, Rep. 
Rees claimed: “The principal 
question involved is whether 
those who use the mail, the big 
volume for business purposes, 
should pay a share of the in- 
creased cost of the postal services 
they use, or whether the entire 
deficit shall be charged to the 
federal treasury. 

“I believe, when given an op- 
portunity to have this legislation 
presented, the members of the 
House will agree the provisions 
are fair and reasonable, and that 
the recommendations of our com- 
mittee should be approved,” he 
said. 

He added: “Rates in postal 
services on some classes of mail 
have not been changed from 
1879.” Rep. Smith leveled his 
fire at the alleged loss in handling 
catalogs and advertising matter. 
“Why in the world anyone should 
want the government to subsidize 
those mail order houses and send 
this advertising matter through 
the mail free is not understand- 
able to me,” he declared. 


Filippes Opens Firm 

N. De Filippes has resigned as 
vice-president of S. S. Koppe & 
Co., New York, to begin opera- 
tion on July 1 of the N. De 
Filippes Company, a newly formed 
international publishers’ repre- 
sentative organization, at 551 
Fifth Ave., New York. Initial 
accounts include representation 
in the United States and Canada 
for Stockholm’s Dagens Nyheter 
and the Ahlen & Akerlunds maga- 
zine group. 


Form New Agency 

Ralph D. Wyly, former adver- 
tising manager of Sterling Tool 
Products Company, Chicago; 
Marian Learn, formerly secretary 
to vice-president of the Ralph H. 
Jones Company, New York, and 
E. M. Smith, formerly executive 
director of the National Wild Life 
Federation, Washington, have 
formed Learn-Wyly Advertising, 
Inc., with offices at 28 E. Huron 
St., Chicago 11. 
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THE BEACON’S FIRST INTEREST 
IS ITS READERS! 


IT’S BEEN THAT WAY EVER SINCE THE BEACON WAS PURCHASED BY 
THE LEVAND BROTHERS. FOR 19 YEARS THE BEST NEWSPAPER FEA- 
TURES HAVE BEEN ADDED TO MAKE THE BEACON THE MOST COM- 
PLETE NEWSPAPER IN KANSAS. THIS SIMPLE PUBLISHING FOR- 
MULA HAS MADE THE BEACON THE VY ANTED NEWSPAPER THRUOUT 


THE STATE AND THAT WANT HAS BUILT A GREAT BACKGROUND 
FOR ADVERTISERS. 


43 COMICS 


DICK TRACY 
ORPHAN ANNIE 
WINNIE WINKLE 


GASOLINE ALLEY 
MOON MULLINS 
SMITTY 


BRENDA STARR TINY TIM 
DIXIE DUGAN JOE PALOOKA 
THE LONE RANGER AGGIE MACK 
HONEY BUN POPEYE 
MICKEY FINN DONALD DUCK 
LITTLE JOE THE GUMPS 
TERRY AND THE PIRATES LIL’ ABNER 
SPOOKY MYRTLE 
DON WINSLOW BLONDIE 
BRINGING UP FATHER HAROLD TEEN 
COUSIN JUNIPER CHING CHOW 
SMOKEY STOVER SMILIN’ JACK 
THE RIPPLES KITTY HIGGINS 
HERBY LOOIE 
MA GREEN TEENIE WEENIES 
TEXAS SLIM SURGEON STONE 
SWEENEY & SON WILD ROSE 
STREAMER KELLY JOHN WEST 
NED HANDY 


22 COLUMNISTS 


WALTER WINCHELL 
WESTBROOK PEGLER 
CHARLES B. DRISCOLL 
LEONARD LYONS 
HOWARD BLAKESLEE 
WILLIAM K. HUTCHINSON 
DAVID J. WILKIE 
BILLY ROSE 

BOB CONSIDINE 
ELEANOR ROOSEVELT 
DEWITT MACKENZIE 


DOROTHY THOMPSON 

WALTER LIPPMANN 

GEORGE DIXON 

JIMMIE FIDLER 

JOSEPH AND STEWART 
ALSOP 

JAMES R. YOUNG 

FRANK KENT 

HAL BOYLE 

GEORGE SOKOLSKY 

ERICH BRANDEIS 


OVID A. MARTIN 


/ 


and these 
FEATURES 


DAILY PATTERNS 
BRIDGE — 

BY CHARLES GOREN 
HOMETOWN NEWS 
HOW TO KEEP WELL 
BOB BECKER’S 

DOG COLUMN 
WHAT DO YOU THINK? 
THE VETERAN’S FRIEND 
NUTS AND JOLTS 
BELIEVE IT OR NOT 
POORMAN’S HOLLYWOOD 
MOSTLY MALARKY 
LESSON IN ENGLISH 
PORTRAITS 
LAUGHING MATTER 
DAILY SERIAL STORY 
BENNETT CERF 
GENE DENNIS 
BOOKS AND AUTHORS 
POLLY’S DIARY 
NEEDLEWORK 
PAPER DOLL CUTOUTS 
SKYWAY CHATTER 

BY AL BENTZ 

PITFALLS 


DESIGNING WOMAN 

PARENT-CHILD COLUMN 

DOROTHY DIX 

OUR WOODS AND 
STREAMS 

ADVICE TO TEEN AGERS 

YOU'D BE SURPRISED 

BOB HOPE 

DEAR DIARY 

ANITA ROGERS’ 
HOLLYWOOD 

CROSSWORD PUZZLE 

GIGS AND GAGS 

GRACIE ALLEN 

BENNY’S NOTEBOOK 

HEDDA HOPPER’S 
HOLLYWOOD 

THE NEIGHBORS 

SUNDAY SCHOOL LESSON 

RADIO PROGRAMS 

EMILY POST 

YOUR REPORTER 

EDGAR GUEST 

OUR DEMOCRACY 

BLUE RIBBON SHORT STORY 

OF LOVE 


12 Page Comic Section 
{30 Comics) 
Every Sunday! 


MAKE EXTRA CASH BY SELLING 
YOUR "DON'T WANTS” THRU A 
LOW COST BEACON WANT AD. 
DIAL 3.7211. 


KANSAS’ GREATEST NEWSPAPER—LARGEST PAID CIRCULATION IN KANSAS 


THE WICHITA BEACON 


Only Evening Newspaper in Wichita Using Associated Press, AP Wirephoto, INS and Chicago Tribune-New York Times-New York News Service 
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TOTAL NET PAID CIRCULATION NOW OVER 


104,000 DAILY 


THE WICHITA BEACON 


122,000 SUNDAY 


The Largest Newspaper in Kansas 
REPRESENTED BY LORENZEN & THOMPSON, INC. 
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Launches Summer Copy 


National Distillers Products 
Corporation, New York, will use 
single-column insertions in ap- 


proximately 175 newspapers on |’ 


a weekly schedule throughout the 
summer to promote Gilbey’s gin. 
Copy will emphasize “Cool drinks 
begin with Gilbey’s gin”; “The 
world agrees on Gilbey’s please”; 
and “G is for Good, G is for Gin, 
G is for Gilbey’s.” Lloyd, Ches- 
ter & Dillingham, New York, is 
the agency. 


To Rockett & Lauritzen 


Gordon Merkel, formerly art 
director of Hixson-O’Donnell, Los 
Angeles, has joined the staff of 
Rockett & Lauritzen, Los Angeles, 
in a similar capacity. 


ITS GROWER-READERS 
PRODUCE: 
38%, nation’s apples 
90% nation's winter pears 
37% nation’s cherries 
40% nation’s prunes 
98% nation's filberts 


Write for full story 
9135 &. E. SALMON ST. * PORTLAND 14, OREGOS 


Lockheed, Revlon 
and Schenley Win 
Digest’ Awards 


Nsw YorK—An advertisement 
for the Lockheed Constellation 
has captured top honors in Read- 
er’s Digest’s advertising art awards 
for 1947, presented for the five 
“most attractive” of the 632 ad- 
vertisements in the Spanish-lan- 
guage edition of the Digest in 
1946. 

The five winning advertisers are 
Lockheed Aircraft Corporation, 
placed by Foote, Cone & Belding, 
Los Angeles (art director, Charles 
F. Porter); second, Schenley Dis- 
tillers Corporation for Three 
Feathers whisky, through Mc- 
Cann-Erickson (art director, 
Franklin D. Baker); third, Revlon 
Products Corporation, also Mc- 
Cann-Erickson (art director, 
Dixon Mueller), and two honor- 
able mentions: Eastman Kodak 
Company (designed by John P. 
Smith, Rochester), placed by Got- 


ham Advertising Agency (art di- 
rector, J. Loren Head), and Lam- 
bert Pharmacal Company for Lis- 
terine, through National Export 
Advertising Service (art director, 
Walter J. Kelly). 

Each advertiser, agency and 
art director responsible for these 
ads will receive an award certifi- 
cate. The art directors respon- 
sible for the top three ads, Messrs. 
Porter, Baker and Mueller, will 
be given, also, round-trip air tick- 
ets to Mexico City, San Juan, 
P. R., and Havana, respectively. 

Judges were Arthur T. Blom- 
quist, J. Walter Thompson Com- 
pany, chairman; William Strosahl, 
William Esty & Co.; Jack Tinker, 
McCann-Erickson, and Elwood 
Whitney, Foote, Cone & Belding. 
The awards will be presented at 
a luncheon in New York in Sep- 
tember. 


Locks Up for 3 Weeks 


Keystone Art Studios, Chicago, 
will be closed from June 27 to 


July 21 while its staff is on vaca- 
tion. 


Ascap Charged 
With Violating 
Anti-Trust Law 


“New York—The American So- 
ciety of Composers, Authors and 
Publishers is preparing to defend 
itself against the Department of 
Justice’s anti-trust charges which 
were filed in a suit against Ascap 
in federal court here last week. 
The department accuses Ascap of 
conspiracy to monopolize music- 
performing rights through a 
world-wide cartel, in violation of 
the Sherman Anti-Trust Act. 
Anticipating the government 
action, Ascap resigned its mem- 
bership in the International Con- 
federation of Authors and Com- 
posers Societies—the federal suit 
asks for a court order to this ef- 


| fect—several hours before the suit 
|was filed. The resignation came 


HO PUTS 


DISPLAYS IN THE CELLAR? 


This interesting question has puzzled many an advertising man whose adventure in Indoor Displays somehow 


missed the boat. It has caused at least as much frustration as ‘‘all dressed up and no place to go’’ 


was a good-looking piece — but such things as“ 


“wrong shape’, *’ 


wrong colors’, ** 


too b 


no style’, ‘‘doesn’ 


it into the cellar, pronto! 


ig’, ‘too small”’ 


, no punch’’, 


. Sure, it 


““no place to put it’’, 


t fit the product’, ‘‘not in the right mood'’, may move 


cCANDLISH INDOOR DISPLAYS ARE BUILT 


FOR SALES FLOORS 


E DON'T CLAIM it’s a gift — nor do 
We intimate it’s genius. It's nothing like 
that. It simply means a lot of hard work to pro- 
duce something that pleases dealers, because it 
is plainly built to serve the consumer and thus 


to serve the dealer. 


McCandlish men study stores, products, types 


of stores, methods 


associated ma- 


of display, 


terials and all the details which spell the answer 


to the dealer’s unspoken questions: 


this do for me?”’ 


“What will 


NOT CELLARS! 


that make dealers feel that it’s smarter and 
more profitable to use the display than to 


ditch it. 


Needless to say it’s the confidence born of this 
continuous study that helps to make an inter- 
view with a McCandlish representative stimu- 
lating and helpful. His chief concern is to 
produce displays that by merit win themselves 
preferred positions on the sales floor. His coop- 


eration makes his call worth while. 
you'd like to have him call. 


Write if 


TWO WAYS 


“Where can I put it?’’ Things 
Pst 
TO SERVE YOU: Ly 
We reproduce what you and your agency 
~~ 
may develop, contributing unusual construc- . ‘ a 


tional 


reproduction. 


skill and ingenuity, plus faithful 


SL 


ne 


A a 
"| Jas 
a 
oe. 


j 
J man drop in now. 


Or on request we handle all the creative 
work of display origination and develop- 
ment. Next year is not too far away. Per- 


haps you would like to have the McCandlish 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET « PHILADELPHIA 


Advertising Age, June 30, 1947 


during the opening session of the 
convention of the internationa] 
group in London. 

Shortly afterward, the Justice 
Department indicated it viewed 
Ascap’s withdrawal from the in. 
ternational body as “a _ partia] 
remedy.” It was pointed out that 
the Department of Justice aims 
“to break down the existing 
agreements between Ascap and 
foreign societies which enable 
Ascap to be the exclusive repre- 
sentative of foreign composers in 
this country.” 

“The monopoly danger remains 
—despite the formal withdrawal] 
—if Ascap is to continue to have 
exclusivity arrangements. with 
foreign composers,” it was stated, 


Wide in Scope 


Ascap, which numbers among 
its members most leading contem- 
porary composers, maintains mu- 
tual contracts with some 25 Euro- 
pean and South American coun- 
tries for the distribution of music. 
Practically all the music in these 
countries is included in _ these 
arrangements. The International] 
Confederation, composed of socie- 
ties in these various countries, 
was organized in Paris in 1927. 

Since all Ascap officials, in- 
cluding the group’s legal counsel, 
are attending the meeting in Lon- 
don, no statements were available 
here. Ascap President Deem; 
Taylor’s reaction in London, a: 
reported by the New York Times, 
was bombastic. Pointing out that 
the last meeting of the Interna- 
tional Confederation was held in 
Washington with the blessing of 
the State Department, he said: 
“We were just as much a mo- 
nopoly then as the Justice Depart- 
ment claims we are now. 
wonder what State Departmen 
officials are thinking today about 
the action of the Justice Depart: 
ment?” 

Said an unidentified Justice De- 
partment source: “We have no 
argument with Ascap’s participat- 
ing with these groups on a socid 
basis. We are interested in the 
exclusive contracts which make 
other American composers (non- 
Ascap members) unable to com- 
pete in distributing this music.” 

Ascap’s last difficulties were in 
1941, when the networks and the 
association were unable to agree 
on licenses, Broadcast Music, Inc, 
was formed, and the public went 
on a diet of “Frenesi” and “Jean- 
inie with the Light Brown Hair.’ 


‘Reader's Digest’ 
Plans African Edition 


Reader’s Digest, New York, 
will publish an edition for Sout 
Africa, to carry advertising, wi 
a guaranteed average month) 
circulation of 75,000, effective 
with the February, 1948, issue 
It will be printed in England an¢ 
exported to South Africa, to take 
the place of the British edition 
Paper for the new edition wil 
come out of the Digest’s Britis) 
paper quota, necessitating limita 
| tion of advertising as well as cll- 
culation. F 

Black-and-white page rate wi! 
'be $320; two-color, $370. Only 
| 48 pages of advertising, to appea 
'in two sections in the front ane 
|back of the magazine, will 0 
'published in initial issues. © 
this number, 10 pages will be re- 
'served for British advertisers. 


Boosts Americanism 

The Veterans of Foreign Wa" 
through R. J. Potts-Calkins § 
Holden, Kansas City, is preparin: 
an Americanism campaign usitb 
24-sheet posters on themes su) 
\as “Faith,” “Peace,” “Liberty, 
etc. The drive will be sponsoré? 
} locally by leading banks and bus! 
ness organizations in about 6. 
communities. 


Adopts New Name 
Effective with its 20th an 
versary issue (June-July), 
Texas-Southwest Furniture Ne vs 
Dallas, has changed its name 4 
Southwest Furniture News. 
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ELECTED Mass Circulation 
Produces DOLLAR Response 


Cnicago’ Most IMPORTANT 
Million Is Your BASIC Market 


( hicago Daily News Takes 
Advertisers Into Their HOMES 


Advertisers in Chicago have a distinct advantage. 
They can talk directly, and intimately, to Chicago’s 
most IMPORTANT million consumers by using only 
ONE newspaper—the Daily News. 


As a matter of fact, the reader-friends of the Daily 
News number, by a very conservative estimate, far more 
than a million; and, in total, they represent a high 
9.8% concentration of buying power. They have the dollars 


over $7. 37.19! 7 to satisfy desires. 
5.000 a 94.999 = 3 hp In the panel at the left you will find the income 
$3. ol $2.999 - . Ao figures of Chicago Daily News families. Study these 
$2- s2- os figures. Then you will know what SELECTED mass 
Below obtained by circulation means—to you as advertiser in Chicago! If 
These #2" epee 0 a we you cannot get into the HOMES of this most IMPOR- 
indepen’ e ong? gula tid er o88 TANT million with what you have to say, you can 
—— aren sampling: hardly expect to get in with what you have to sell! 
section» apes 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
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Richards Reveals 
| Rejection of NBC 
: | Bid for KMPC 


Los ANGELES —G. A. Richards, 
president of Station KMPC here, 
has informed ADVERTISING AGE 
that he has rejected bids by Na- 
tional Broadcasting Company for 
the station. KMPC, operating at 
10,000 watts, will shortly increase 
its power to 50,000 watts. 

Mr. Richards declared that he} 
is more favorable to independent | 
operation and that the rapidly | 


li fluenced his decision to reject 
Hil NBC’s bid for ownership. Ne- 
gotiations had been under way for 
some time. 

NBC’s outlet here is the 50,000- 
watt KFI, owned and operated by 
Earle C. Anthony, Inc. Mr. Rich- 
ards also is president of Station 
WJR, 50,000-watt CBS affiliate in 
Detroit, and the 5,000-watt 


HANDY 
FACTS 


fueloil oil heat 


21% of all retailers 
| and jobbers who read 
“Fueloil & Oil Heat” 
| take it home to read 
in the quiet evening 
hours. 


This is another of the impor- 
tant facts uncovered by FACT 
: FINDERS ASSOCIATES, Inc., 
top flight national survey or- 
ganization, in a personal face- 
to-face check of owners and 
employees in 21 cities, from a 
list of their own selection. 


Write for further facts. 


FUELOIL & OIL HEAT 
232 Madison Avenue 
New York 16, N. Y. 


LExington 
2-4566 


Ee 


ouliheat | 


The one dominant publication in an industry 
which is selling annually to the U. S. public 


$190,000,000.00 worth of mew ocilheating in- 
stallations 


5 12,000,000.00 worth of replacements 
$ 13,000,000.00 worth of parts H 


$ 25,000,000.00 worth of maintenance services 
$400 ,000,000.00 worth of house-heating coils 


r 


“They all want oil burners!*’ 


growing importance of the south-| 
ern California market strongly in- | 


WGAR, 
station. 


Mr. Richards said KMPC will| in May, 1946, was formerly east- | advertising 
continue to expand its news, spe- | €™ sales manager of Meyer-Both | Steel 


cial events, civic, educational, 
musical programming, sports and 
religious services, and will pay 
special attention to syndicated 
program material. 


Agency Changes Name 
Stamps-Conhaim, New York 

agency, has changed its name to 

Stamps - Conhaim - Whitehead. 


independent Cleveland| Lawrence A. Whitehead, who be-| of Pittsburgh Plate Glass Com- 


;came vice-president of the firm 


Company. 


Industrial Admen Elect 


Eric Zimmerman, advertising 
manager of the Railway & Indus- 
| trial Engineering Company, has 
_ been elected president of the Pitts- 
burgh Industrial Advertising 
Council. Other officers are Hance 
|Paulton, advertising manager of 
|the Columbia Chemicals division 


Advertising Age, June 30, 1547 


L Magazines, weekend papers, dj]; 
| pany, vice-president; Les Gaupp,|newspapers, trade and profes. 
manager of Pittsburgh | sional publications will be use 
, ge secretary, and} ————— 
nson A. McLaren, Westinghouse | ; 
| Elecizic Corporation, treasurer. be oy Screen Magazine 
eR ete ae RKO Pathe, New York, ha 
‘Names Erwin, Wasey | Started production of a new sale 


rors promotion film for America» 

The advertising of the Zonite| farmers, sponsored by the T; Kas 
Products Corporation Ltd., New|Company. Eighteen minutes ;. 
York, and its subsidiary, the A. C. | length, the film will be ph to. 
Barnes Company Ltd., Ste. The-| graphed in important agricultwra) 
rese, Que., will be handled in regions of the country an 
Canada by Erwin, Wasey of Can-| screened at farm meeting: 
ada, Toronto, effective July 1.) throughout the fall and winter — 


THROUGH MORE 


the greatest percentage of men and women in this bracket. 


SALES MESSAGES Your advertising doll 


goes farther in Collier's than in either of the other “Big 3’ weeklies. Low unit raté 


make it possible to penetrate the market deeper with more insertions . . . 


weeks of national coverage. 


mo 


WITH THE LOWEST PAGE RATE OF THE “BIG 3” WEEKLIE 


Collier's gives your advertising budget more selling power, makes your doll 


work harder by offering you the lowest page rate of the “Big 3” weeklies. 


[2 


REACH MORE BUYERS It's the 25 to 45 year age group... the “Ag# The | 


of Acquirement”. . . that does the buying. Of the “Big 3” weeklies, Collier's reach year 
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“Agi The Collier's star shines on America’s richest market... the 25 to 45 


reache 
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\ppoints Thornbury 
Popert A. Thornbury, tormerly Management Asks 
ith the information division of Better Editing 

of ‘House’ Papers 


1e War Assets Administration, | 
ouisville, has been appointed di- | 
ector of public relations of the | 
<entucky Chamber of Commerce. | | Cuicaco—Liberalization of com- 
/munications budgets is growing 
;as industrial management turns 
‘increased attention to improve- 
aughlin-Carr Associates, New ment of employe publications and 
re pamphlet publisher, has |0ther communications between 


oined the writing department of |€™ployer and employe, according 


'oins Jam Handy 
Roger Pettit, formerly with Mc- 


jam Handy Organization, Detroit.|to a mid-year review just com-| 


pleted by Newcomb & Sammons, 
Chicago management consultant. 

The study reveals that man- 
agement is viewing with increas- 
ing disfavor the gossip or chit- 
chat type of employe publication, 
and is indicating a marked pref- 
erence for more capable and bet- 
ter paid editors. Publication pro- 
grams are being expanded to in- 
clude plant communities, the 
study shows, and there appears 
to be more leniency in the print- 
ing of union news. Although 


there are some indications to the 
contrary, the study says, manage- 
ment has shown no widespread 
inclination to draw the battle line 
on unionism, regardless of the 
outcome of labor legislation. 


Considerably more emphasis is | 
being placed on communications | 


to foremen, although there is 
criticism that newsletter types 
of reports to foremen frequently 
fail to hold the attention of read- 


ers because of lack of visual ap- | 


peal. The study points out that 


year age group of men and women who buy. And the “buying plans” 
of Collier's families rank well above those of the average buyer... 
proven by the Psychological Corporation in a survey conducted among 
eight thousand families in 125 representative towns and cities. This prof- 


itable market can be reached through Collier's at less cost 


‘han through either of the other “Big 3° weeklies. 


per page 


11 


any attempt to use propaganda 


tactics in such communications 
usually meets with noticeable 
criticism. 

Stockholder reports are being 


integrated with management pub- 
lications programs, and many are 
beginning to follow the current 
picture publication trends. 


Five Name Kahn Agency 


Robert Kahn & Associates, Chi- 
cago, has been named to direct 
the advertising of the Chicago 
Bears football team, using news- 
papers, outdoor and radio this 
fall; Ela Singer Cosmetics; Lu- 
Zit Health Foods; Pegasus Books, 
Inc., and Mercury Record & Tele- 
vision Company. 


Stanford Joins Willard 


D. K. Stanford, formerly with 
Bagle-Lion Studios in Hollywood, 
has joined Willard Pictures, Inc., 
New York, producer of advertis- 
ing and industrial motion pictures 
and slide films, as special account 
representative. 


a 
PER MONTE 


“AND THERE AD 
A REASON 


American Restaurant Maga? 
zine has always been the first 
paper with advertisers in the 
restaurant industry and re- 
cently — since January, 1947 
and through May — American 
Restaurant Magazine has car- 
ried an average of 20 pages 
per month more than 

other restaurant paper. 


The reason? Ask the advertis- 
ers. They'll tell youit's results! 


If you must have results in 
selling restaurants their foods, 
beverages, equipment, sup- 
plies, new construction, re- 

modelling and Gousintinll 
materials, make American 
Restaurant aenoetine your 
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The Question of Repeating Ads 


The report of the special steer- 
ing committee on the value of 


repeating identical ads, which was | 
given before the conference of the | 
Advertisers | 


National Industrial 
Association in Milwaukee, deals 
exclusively with various cycles of 
repeat advertisements in two 
business papers. But if the con- 
clusions of the committee are cor- 
rect, there is no reason why the 
findings should not apply equally 
to all media and all advertisers. 


tiser in repeating identical copy 
in the same medium two or more 
times. If the sequence of repeti- 
tion is rapid, a fair percentage of 
those who see the repeated ad re- 
call having seen it previously, but 
even in such cases, the committee 
finds, just about as many readers 
see the repeated ad for the first 


time as saw the copy when it, 


originally appeared. And when 
the cycle of repetition is spread 
out, issue-wise, so that three or 
four issues intervene between the 
original appearance of the ad and 
its repetition, the repeated ad be- 
comes, for all practical purposes, 


a “new” ad. Remembrance of its | 


original appearance has _ practic- 
ally disappeared from reader con- 
sciousness. 


These are extremely interesting 
and important findings. They do 
not mean, obviously, that all ads 
should be repeated, time and time 
again. Many ads won’t bear 
repetition, because of their time- 
liness, their special message, or 
for other reasons. On the other 
| hand, the committee’s findings in- 
| dicate that repeating a good ad 
/may in many cases be wiser and 
more effective advertising than 


| writing a new one. 

In general, the findings in this) 
study seem to indicate that there 
is no loss of value to the adver- | 


The study was induced by the 
peculiar problems of industrial 
advertisers, whose ad preparation 


and production costs are excep-| 


tionally large in relation to the 
cost of space, with the result that 
production savings through ad 
repetition can be of great value in 
stretching a strained budget. 

In general, ads prepared for 
consumer media carry a much 
smaller proportion of preparation 
cost to space cost, so that the sav- 
ings to be made by repeating ads 
is not so large, percentagewise. 
But entirely aside from the cost 
factor, advertisers in the con- 
sumer field should study the find- 
ings of this pioneer effort to meas- 


ure the effectiveness of repeating | 


ads to see if there is anything in 
them which may make for more 
effective and efficient promotional 
efforts. 


Some Hard Heads in Lumber 


We are very much intrigued 
with the advice given the Ameri- 
can Lumber Congress by C. 
Arthur Bruce, president of Na- 
tional Lumber Manufacturers As- 
sociation, and by Norman P. 
Mason, president of National Re- 
tail Lumber Dealers Association. 

Both of these men said quite 
plainly that the lumber industry 
has got to quit sitting back on its 
fibres, waiting for the customers 
As they spelled it 
out for the lumber industry, this 
and 


to come in. 


better advertis- 
ing and promotion to the ultimate 
consumer. 
Mr. Mason, 
ther. He 
tors in the industry to stop devot- 
ing all their efforts to saying that 


means more 


went fur- 


wants the various 


indeed, 


fac- 


“pine is best,’ or “redwood is 


best,” and to tell the consumer 
what “he wants to know about 
lumber, not about some particular 
species of it. Tell him the ad- 


lumber as lumber.” 
understand Mr. Ma- 
position, since he is in 


vantages of 
One 


son’s 


can 


little 
pon- 


but it is a 
that 


business, 
uch to 


retail 


? ry) 
LOO Y 


hope 


the 


derosa pine producers, for ex- 
ample, will stop singing the merits 
of their particular product in 
favor of generalizations about the 
value of all kinds of lumber. 
Nevertheless, the lumbermen’s 
viewpoints are interesting and 
significant, because, as the econ- 
omy is beginning to shake itself 
into something resembling 
stabilization, it becomes increas- 
ingly clear that there won’t be 
quite enough dollars to go around, 
so that every day millions of buy- 
ing decisions will be made as to 
first, whether to buy this kind of 
thing or that kind of thing, and 
second, whether to buy A’s brand 


down 


or B’s. 
Faced 
from 


with active competition 
products which 
are crowding into lumber’s tradi- 
tional preserves, the lumber 
dustry feel this 
more keenly than others. 
have 


man-made 


in- 
may problem 
But, as 
previously, 
service can 
avoid the competition that comes 
the 
more buying urges than the con- 
sumer pocketbook can satisfy. 


we pointed out 


no type of goods or 


from continuous existence of 


| 


| | 


"That's what comes of marrying a copywriter. He's never made a deadline yet!" 


\from the engravings it 


True to Type 

We are willing to lay one of 
our dwindling stock of Japanese 
yen that not a single reader of 
this column will recognize the 
product from the illustration: 

In fact, we will even quote you 
a little of the copy to see if you 
can guess the product: 


almost—but not quite—stolen kiss 

. a perfumed elegance of rap- 
turous, witty living in 18th Cen- 
tury France and straight 
inspired 
comes ....” 

Or, as Ellery Queen might say, 
now that you have heard all the 
clues, what is the product? 

Perfume? Candles? Lipstick? 
Fashions? 

Certainly not. 

The illustration, 
only by removing 


marred here 
two little 


cherubs 


who held 
the medallion depicted here, and 
the copy—which read exactly as 
quoted here—was run by John C. 
Meyer & Son, Philadelphia typog- 


streamers to 


rapher, 
in the 
manack. 


for its Monotype Cochin 
May Poor Richard’s Al- 


Saddle & Ride 

Working our way through The 
New Yorker for June 7, we were 
shocked to find an ad for the C 
Lazy U ranch of Granby, Colo., 
which advertises itself as a work- 
ing ranch in the Colorado Rockies 
which has gone dude. 

C Lazy U sounds 
like a summer 
the sleazy 


much 
cabin, reflecting 
humor which has led 
to a host of Bide-a-wee’s and 
Steer Inns cluttering up the 
scenery for miles. 

3ut the C Lazy U 


more 


Ranch wil! 


“Laughter lilting above soft 
music ... gay feasting .. . jewels | 
|agleam in candlelight the 


| your vacation. 


have its guests sleeping in beau- 
tifully decorated individual lodges. 
room and suite with tiled 


each 


bath, tub and shower, enjoying 
delicious food, riding good horses 
over wooded mountain trails, fish- 
ing in well-stocked Willow Creek 


and mountain lakes and helping | 


to work a real Hereford ranch. 
Without attempting to guess 
whether an average paunchy office 


| worker will get much of a boot 
out of rolling out in the early | 


dawn to beat himself to a pulp 
in the saddle, or in the less 


glamorous work of a ranch, string- | 


ing fences, digging post-holes, 
pitching hay, we think this opens 
a wonderful avenue to vacation 
advertisers. 

Obviously, this clears up a sort 
of labor shortage. Are there few 


The following documents muy 
| be secured without charge from 
/companies sponsoring them, or 
through ADVERTISING AGE, by any 
/national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 
Chicago 11, Il. 


No. 2812. BMB Station Coverage 
Data, KSL. 


This file folder, issued by Sta- 
tion KSL, Salt Lake City, con- 
tains daytime, nighttime and Ca- 
|nadian coverage maps with 
| Broadcast Measurement Bureau 
|data tabulated by deciles and 
| The maps are based on 


100 E. Ohio §&,, 


| states. 
|BMB Study No. 1, March, 1946, 
'and show counties in which 50% 
\to 100% of radio families listen 
|to the station; counties in which 
30% to 49% listen, and counties 
in which 10% to 29% listen to 


KSL. 

No. 2813. Market Facts About 
Cleveland and Adjacent Ter- 
ritory. 


The Cleveland Press has pub- 
lished this study, which covers 
just about everything an adver- 
tiser needs to know about a mar- 
ket. Illustrated by numerous 
page-size maps, the fact book in- 
cludes population, housing, em- 
ployment, geography, history and 
|many other details about the 
_market. The last page of the 
|book reports on specialized re- 


‘search studies made by the Press 


No. 2814. Kitchen Poll of Brands 


The Chicago Downtown Shop- 
|ping News has issued its third 
| quarterly brand poll of 40 grocery 
items in the Chicago area, includ- 
|ing beverages; juices; soaps: 
|canned meats, milk and _ soups 
| flour and mixes, and many other 
items. 


No. 2806. Survey Covering 2,803 


dishwashers? Guests will be glad | Buyers of New Ford Cars 
to be part of a real, working Purchased Since Jan. 1, 1946 
hotel. Reading Habits, Incomé 

Does Matson need a few deck- Groups, Occupations, 2,378 
hands? Imagine the thrill of 


wrestling a cargo net as part of 
Guests will 


| glad to help work a real ship. 


| work as_ possible, 


There is probably an irreducible 
core of sluggards who think a 
vacation is a time to do as little 
the sort that 


-cover the porch furniture like a 


fungus, move only when neces- 
sary, think gleefully of those do- 
ing the world’s work while others 
loll on vacation, and otherwise 
conduct themselves sensibly. 


Jottings 

About the lamest gag we’ve met 
lately was that of the Shell Prod- 
ucts Company, which gave a 
Mother of Pearl (i.e.: a lady who 
has a daughter named Pearl) a 
miniature radio encased in m-o-p 
at the International Exposition of 
Textiles in Grand Central Palace 
June 10-14... 

Dick Tracy addicts who follow 
their jut-jawed hero in the New 
York Daily News were pleased to 
see Macy’s ad underneath the 
June 6 strip which announced the 
birth of a baby to Gravel Gertie 


and B.O. Plenty. Said Macy’s: . 
“We're in the dark, too! As This study, _made by S 
we go to press, we don’t know, | Teachers Magazines, reports a s 


either, whether it’s going to be a 
boy or girl . but if it’s twins, 
we hope she bought her layette at 
Macy’s because then she can get 


a free layette for her extra off- extra curricular information. 
spring “in school” part of the report d« 
Frank’s Restaurant, Hartford, with practices in teaching nu‘‘ 
recently installed air condition- tion and cleanliness, use of ra? 
ing, headlined its ad: “Formerly and visual education, and the 


the hottest restaurant in America 
. is now Air Conditioned. . .” 


be | 


New Car Buyers. 
This Week Magazine has issued 
two surveys of reading habits, 
occupations and incomes of new 
|car buyers (1946 or later). Ques- 

tionnaires were sent to 1,000 new 
car buyers in the low price group, 
and 1,000 in the higher price 
group in each of six cities: Bal- 
timore, Pittsburgh, Detroit, Chi- 
cago, Milwaukee and Los Angeles. 
The studies show readership as 
well as duplication of magazines 
and newspapers among these 
buyers. 


No. 2776. 


The Toledo Markei 


With charts, maps and tables, 
this study, issued by the Tol: 
Blade, provides detailed data 
the city’s retail trading area, 
metropolitan Toledo and the « 
porate city, giving an explanat 
of population groups, home 01 
ership, distribution of single res!- 
dences, manufacturing, and ¢ 
erage of the market by the Bl 


No. 2771. A Picture of the Am 
can Teacher Out of School- 
School. 


vey of subscribers in 39 states, 
covers ownership of autos, rad 


etc., preferences for branded proc 


ucts, travel expectations and ot 


of informative advertisements 
the classroom. 
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Western Dailies 
Get Whole Output 
of Paper Company — 


LONGVIEW, WasH.—Eight Cop- | 
ey papers in southern California 
will take two-thirds of the news- 

int to be produced by Pacific | 
Paperboard Company under an| 
agreement whereby the newspa- | 
per syndicate buys a $950,000) 
Fourdrinier newsprint machine | 
ind receives the entire output. 

Production is expected at the| 
rate of 100 tons a day, with first | 
deliveries in October 1948. Under | 
the agreement, the newspapers | 
will pay the prevailing price for | 
newsprint at the time of delivery. 
The Pacific Paperboard Company | 
will return to the newspaper syn- | 
dicate a fixed percentage of the 
price per ton to amortize the syn-| 
dicate’s investment over a 10-) 
year period. 

The syndicate has no financial | 
interest in the paperboard com- 
pany, and in this respect, the plan 
differs markedly from the co- 
operative venture of 11 West! 
Coast publishers who received. 
their first deliveries this month| 
from the West Tacoma Newsprint | 
Company, which the publishers 
own outright. 

The eight Copley papers are: 
The San Diego Union and Tri-| 
bune-Sun; Alhambra Post Advo- | 
cate; Culver City Star-News; 
Glendale News-Press; Monrovia 
News-Post; Redondo Daily Breeze 
and San Pedro News-Pilot. 

The remaining one-third of the 
tonnage will be taken by ten other 
papers in California, Arizona and 
New Mexico, the names of which 
have not been released. 


| vertising manager of Buegeleisen 


Joins Donahue & Coe 


William P. Schneider, formerly 
assistant advertising manager of 
Paramount Pictures, has joined 
Donahue & Coe, New York, in the 
local theater department. The 
agency has been appointed by 
Jana Handbags, New York. 


Gammon Joins Frank 

Margaret Gammon, formerly 
with the advertising department 
of Lever Bros., has joined Her- 
bert W. Frank Advertising 
Agency, Boston, to handle house- 
hold and women’s products. 


|ANPA, New York, has started Winston-Salem, N. C., started 


Holley Names Jacobs which will acquaint advertising | the June 23 Life. Four-color pages | point-of-sale promotion among 
and marketing research men with | are being used, and the company | retailers. N. W. Ayer & Son is 
the newspapers’ national research will back the advertising with the agency. 


Harold A. Jacobs, formerly ad- 
program. Such things as brand 


13 


& Jacobson, New York musical | movement studies as reported by | 


instrument distributor, has been store audits financed by member 


named an account executive of | jane, : 
papers, county market and media 
| Robert Holley & Co., New York gata, and newspaper readership 


"agency. ; ‘pape 
studies will be covered. ‘most profitable field through 

‘Starts Newsletter Hanes Starts Drive the most profitable medium 
The Bureau of Advertising, P. H. Hanes Knitting Company, will produce the best results 


publication of a monthly newslet-|a new series aimed at selling 
ter “Newspaper Research Memo,” sportswear for men and boys in| 


Your advertising to a 


Interesting photographs attract extra attention 
to the advertising and editorial pages of maga- 
zines and step-up the selling power of printed 
brochures. To be certain that such photographs 
are reproduced strikingly and brilliantly, most 
publishers and advertisers specify a coated paper 
of high quality. 

General Electric Company, which published the 


above photograph in its magazine’"’Monogram”, 


CONSOLIDATED WATER POW 


Consolidated Coated 


Papers PRODUCTION GLOSS 


Five Modern Mills 


Fine Coated Paper 
Needs No Other Name 


By perfecting advanced manufacturing 
methods, Consolidated is able to pro- 
duce a finer enamel-coated paper at less 
cost. This superior enamel, at uncoated 
prices, remains fine coated paper and 


needs no other name. 


: Photograph courtesy of 
General Electric Company 


MODERN GLOSS 


is one of many outstanding advertisers who use 
Consolidated Coated regularly for important 
printed pieces. 

Animpressive number of national, business and 
technical magazines have adopted Consolidated 
Coated for improved printing results with paper 
economy. 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet almost any 


printing need. 


ER & PAPER COMPANY 


135 SO. LA SALLE $T., CHICAGO 3 Wg 
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Mosr of the important 
men in America are sportsmen 
and more of them read SPORTS 
AFIELD than any other sports- 
men’s magazine. 

Bonded together in the rare 
and intimate fellowship of com- 
. mon interest, SPORTS AFIELD’s 
“Ns readers represent the most 

responsive audience of men 
available today. 


Copr. 1947, SPORTS AFIELD PUBLISHING CO., Minneapolis, Minn. 
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“A sportsman with an appreciation 


of the finer things of life —and the 


leisure and means to enjoy them. 
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Appoints Scott Wine Group Names Hile [Wj Aldridge Agency Adds 4 Par] 
Benjamin ~ Scott, formerly | Gerald D. Hile, formerly Minnesota Valley John + iy aban with Sun Merchandising 
supervisor of state printing for|sistant United States attorney, | ; i j j " 
bk regres has been appointed|has been appointed attorney and | tO Sponsor Waring net 2 ge cg ce ggag Het Is Urged to End 
sales manager of the Gile Letter | secretary of the Washington Wine s named an account enedutive and 
Service, Minneapolis. Council. Show on Fridays chief of the industrial division of Ap Pp le Sales Slun ~ 
LEssuUEUR, Minn.—Starting July | A. E. Aldridge Associates, Phila-| WENATCHEE, WasH.—Sound n er- 
|18, Minnesota Valley Canning} delphia. A. R. Smith has been|chandising can reverse the do 
|CoMpany will sponsor Friday| appointed art director and W. 
_broadcasts of the Fred Waring | Brashears has joined the agency| Ww. Kitchen, executive vice-prosi- 
‘show, heard 11-11:30 a.m., EDT, | ‘© handle sales promotion for one| gent of the United Fresh Frui 
over NBC five times a week. of the agency’s automotive ac- and Vegetable Association, Wash- 
| It will be the first regular une | oe Gearge Elberson, recently ington, D. C., told the annual con- 
; eased from the armed forces, sly 4 ; ; 
of radio by the company to pro-| has been appointed to handle pro- | Vention of the National Apple In- 
mote its Green Giant peas, Nib-| quction and schedules. | stitute here. 
lets corn and other foods. 


_ In the past 20 years, he said, 
Ward H. Patton, vice-president | 


ae), 3 |the consumption of apples ha 
re charge of sales, said that Fri- | lowa Has Own Label fallen to less than half the aver 
day was picked to give retailers | The Iowa Development Com- 


age in 1926, while consumption 
Support on the best food buying | mission has registered an official 


of oranges has more than doubled 

Reach the men whose | | 72Y of the week. label or trademark for Iowa-man-| (Apples dropped from 62 pounds 

“NOD” may outsell | _ “Added to the magazine cam-|ufactured products with the Sec-| to 26 while oranges went up 
your best salesmen |paign which for almost 20 years retary of State. The label con-|from 18 to 40 pounds.) 

has been the backbone of Green| sists of a factory and an ear of| “Such changes in eating habits 


“ For 18 years Better Farm- | | Gi..t advertising.” corn with the ds “Product of | : vo 
: g,” Mr. Patton a le words *froduct Of! do not just happen,” Mr. Kitchen 
“se Setter FARMING ing Methods has been | | is “these broadcasts will give | lowa” contained within an_out- | 


Advertising Age, June 30, 1547 


n- 
ward trend in apple eating, ¢ 


S 


their business magazine. | | , rugs li f the st | Said, “they are brought about.” 

\ \{ METHODS Need we say more? ‘retailers another big-time promo- the label is te tae ipa He attributed it primarily to such 

‘ CCA Circulation — 17,000 | | tion to tie onto. ; must be registered with the com- | factors as “retail display, qual- 

WATT Publishing Co., MOUNT MORRIS, ILL. ° ° e | Leo Burnett Company, Chicago, | mission and receive authority to ity, price, availability and adver. 
| handles the account. use the label. \tising—factors that may be 


| summed up in the one word ‘mer- 
_chandising.’ ” 


| Help for Retailer 


| Mr. Kitchen urged “better mer- 
\chandising in the 500,000 retail 
|stores that sell fresh fruits and 
| vegetables. The apple shipper js 
|careful to do all he can for the 
producer because he has direct 
| business relations with him. Bu 
does he do enough to help the 
|retailer? It is the retailer who is 
}at the end of the distribution 
pipeline where the sales fauce 

for the whole industry is turne 
|on and off. ... 

“Advertising to the consumer , 
good but not sufficient. Retail 
merchandising practices need y 
be as modern and full of punci 
as the advertising copy.” r 

Mr. Kitchen said that his as { 


sociation established the United 
Merchandising Institute in Feb- 
ruary 1946 to help retailers sell 


more fresh fruits and vegetables 
The institute has already proved 
its value, he said, adding: 
“In many cases, retail stores al- 
ready doing a good produce busi- 
\ 


ness have doubled their sales 
Gains of 200% are on record .. 
| the result of common sense mer 
chandising techniques. One im 
provement that is so obvious ! 
would seem every grocer would 
already have thought of it is | 
keep displays free of _ spoileé 
—— j products.” 


... like California without the Four Name Schonfarber 
| Gordon Schonfarber & Asso 


BILLION DOLLAR VALLEY OF THE BEES = ete 


/eards; Levy-Anderson Company 
jeweler; Rhode Island Homé 


. : Builders, real estate develope! 
ERE 7s a market worth capturing—a market that and Williamsville Buff Mfg. Com 

McCLATCHY NEWSPAPERS’ measures nearly 2 Billion DoHars in buyability. pany. 
CONSUMER AN ALYSIS Where per capita retail sales top the U.S. average 1 

by 37° ... and food sales run 30% higher.* ee a . , 

of Califorma’s 2 But don’t count a —. newspapers to sell Lo 
Central Valley Market these prosperous people, for the same reason you | 

would not expect to cover Indianapolis with Chi- | 5 US 
Whee adverthes woukie’s like to cago papers. The Billion Dollar Valley of the Bees 6 ek Ww “tion 
peek in the pantries of prosperous : , : : : : : s\t¥ 
pecnle? To fad out olf chews what lies well inland in California. It is an independent, 91 vasic atest 
they buy, and why? To look over major market effectively covered only by strong there cons 
the shelves of dealers who supply local papers. wii ~~ 
these people? This survey does all dic4 
that for you. Ask any O'Mara & Just make sure The Sacramento Bee, The ney ‘ait 
Ormsbee office for your copy, or Modesto Bee and The Fresno Bee are on your Cali- _irwatio® . 
write the McClatchy Newspapers, fornia schedule. Nearly three-quarters of all the ¢ of mes® you 8 
Sacramento 4, California. > . ‘ ‘ 4on gines* 

Valley’s buying power lies in an area served by 1B yout ontes 

these three McClatchy newspapers. a * 3 profit 

L ain e 


* Sales Management's 1946 
Copyrighted Survey 


M°CLATCHY NEWSPAPERS =) te" 


NATIONAL REPRESENTATIVES... O'MARA & ORMSBEE, INC. Pim THE MODESTO BEE | mer 
NEW YORK + LOS ANGELES - DETROIT - CHICAGO ~- SAN FRANCISCO THE FRESNO BEE 
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on aan ee Tae leh UCM OULU ERT PCLT NG ART No. 3 DRYBRUSH 


THIS INDIAN GRAVEYARD, 
complete with ancient totem pole; illustrates the wide variety 
of textures possible to the drybrush technique. Solid masses, 
the corrugations of old wood, and the delicate tracery of 
plant forms ... all are captured freely by Edgar Miller's 
skillful brush. @ The engraver, too, must appreciate gradations 
and values of texture when reproducing a fine drybrush 
drawing. Artists and art directors from coast to coast appre- 
ciate the extra consideration that their work receives af 


C M &H for it means extra impact on the printed page 
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; running a campaign in 34 coun-| . 
Crockford Adds Duties (eos eaten America. AM Sets Si hts 
Morgan S. Crockford, head of Waish Advertising Company, To- | 


advertising and sales promotion | ronto, directs the drive. | 
for the Excelsior Life Insurance | 
Company, Toronto, has_ been| 


—_————_ | . . . . 
named secretary of the company.| Plugs Education Courses for Fall Magazine labor bill. This advertisement 


He will continue his duties as ad-| _ The Gemological Institute of | 
vertising director. | America, with headquarters in| 


epuensasccoecabiagiai ; Ady C 4 p fif 
MMM fee gh 


| turing its education courses for 
Promoting Canada both as a/| jewelers and gemologists. West- | 


source of supply and as a mar- ern Advertising Agency, Los An-| Long-Awaited Drive 
_ Starts in September; 
_ To Spend $300,000 


NEw YorK—The _ long-awaited 


ket, the Canadian government is| geles, is the agency. 


WHOS. oer 
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NEW YORK @ CHICAGO e@ DETROIT 


INTERSTATE UNITED NEWSPAPERS, Inc. | $3°°.0. 


/monthly pages, September through 
FIFTH AVENUE . Y. |; December. 
. 5 45 A NEW YORK 17, N. ¥ | Last week NAM fired the last! brackets, concentrating on two 


_ scheduled last week, and will ap- 


had been safely passed. 


| magazine 
by the National Association of | 
| . 
T HE LI 0 N SSH ARE > | Manufacturers was _ definitely | Research Corporation. 
— 


Copy Pre-Tested 


advertisements by NAM on the| penetration of ideas. Normal cri- 


Advertising Age, June 30, 1947 


gun of its newspaper drive, sent! cities; New York and Philade|- 
/out a full page headed “By every | phia. 
word and deed,” the sixth of the NAM’s study was aimed at 


AL 


,| teria of noting and readership 


timed for release after the Senate| were weighted, but NAM was 
had overridden the Presidential shooting for “residue,” the accep- 
veto, urged the country to return tance and understanding of what 
to work, now that the labor bill! the ad was saying. 


| In fact, Opinion Research said 


In explaining to reporters the | officially that “the research indi- 
steps by which NAM returned to| cates clearly that a given ad’s 
national magazines, after an abor- ability to achieve good attention 
tive experience in 1944, Holcomb | and readership rating was not 
Parkes, NAM’s vice-president in| necessarily an index of its effec- 
charge of public relations, de-| tiveness in transmitting ideas. |t 
scribed two years of study of con-| was found that ads with high 
advertising campaign | sumer attitudes by the association | noting and reading scores often 

with Claude Robinson’s Opinion | possessed low impact, and vice 


versa.” 
The 17 pre-tested advertise- 


one /pear in a wide list of general and ments used virtually every ap- 
American Negro spends ten billion dollars annually i vital : ole A ‘ : 
een to which o wil soon have the answer. The Research | farm magazines beginning in Sep- Detailed study was begun in proach, headline, oe and text, 
jompany of America is making a brand preference study of the 23 | tember. September 1946, continued|in the copywriter’s quiver, car- 
i as inha roes in the U. S. Thi : ’ : ; , 
Pf its ind « over conducted. Bessrve your copy on your letterhead now. _ The campaign, placed through| through March 1947, during) toons, strips, action panels, domi- 
We serve 24 times as many Negro papers as all other representatives. |Benton & Bowles, will cost about| which time the research company |"ant_ illustrations, photographs, 


and will consist of | field-tested 17 different advertise-| inquiring photographer, charts 
ments, interviewed about 700 men |@nd graphs, rebus and whimsical 
in the middle and lower-income | figures. 


$800,000 for Year 


WONDER BREAD 


helps build STRONG BODIES 
this 


ANY AD is a stronger ad with better reproduction. And the 
reproduction of Wonder Bread’s newspaper campaigns is 
consistently cleaner, more uniform—thanks to a wonder- 
working new plastic plate, the Reilly pLasticryre. Hun- 
dreds of big national advertisers are now using this finer, 
lighter plate. For the entirely different process by which 
PLASTICTYPES are made assures them that every plate will 
retain the true fidelity of the pattern plate. 

Tearsheets have proved to these leading advertisers that 
this true fidelity of every PLASTICTYPE means truer fidelity 
of reproduction—despite variance in production methods 
among newspapers. And PLASTICTYPEs are so light they cut 
shipping costs an average of 60%. First class and airmail 
shipments are really practical. Mail coupon for free details. 


Reilly Plastictypes \, 


REILLY ELECTROTYPE COMPANY 


305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO «+ DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 


WONDER PLATE 


helps build STRONG ADS 


7 
4 Reilly Electrotype Company 
ff 305 East 45th Street, New York 17, N. Y. 

f OO Mail me a sample Plastictype, and tear- 
' sheets. 
! Have a representative call to give me 
! full details. 
| 
\ 
t Name 

Company 


» 
“ Address 
‘ 


~~ Dept. A.A. 
~ 


Mr. Parkes, with other mem- 
bers of NAM, was astonished at 
the results obtained by some of 
the advertisements. Eventually, 
NAM settled on a series of illus- 
trations with copy blocks, a head- 
‘line that leads directly to the 
|sales argument. 
| Its newspaper advertising has 
|cost NAM about $500,000; with 
the projected magazine campaign 
its expenditures will approach the 
$900,000 originally allotted for ad- 
vertising in the budget. The 
switch to advertising is, in large 
part, attributed to Mr. Parkes, 
who found the NAM opposed to 
| advertising when he came to it 
in 1945. Since his arrival, NAM’s 
basic tenets in public relations 
have always contemplated the use 
of advertising, magazines for the 
long-range objectives, newspapers 
for the regional or topical cam- 
paigns. 

Probable theme of the fall cam- 
paign is percentage of corporate 
profits, and their distribution. 

The campaign, consisting of 
black-and-white full pages, will 
get under way in the Sept. 8 Life 
The media list: American Maga- 
zine, Capper’s Weekly, Collier’s 
Country Gentleman, Farm Jour- 
nal, Look, Newsweek, Pathfinder 
Progressive Farmer, The Saturday 
Evening Post, Scholastic, Success- 
ful Farming, Time and Young 
| America. 


Aim at Lower Income Group 


Opinion Research Corporation's 
part of the job was under the di- 
rection of Ralph M. Hagen, di- 
rector of the advertising research 
division. Since NAM had al- 
ready learned that a substantial 
majority of persons in the top 
and upper middle income brack- 
ets were in sympathy with their 
program, and since it was con- 
vinced that the viewpoints pre- 
sented to the bottom brackets 
probably would outweigh its ar- 
gument, it concentrated on lower 
middle and low income groups. 

Although the Opinion Research 
executive refused to explain its 
method, it was understood that 
the company had made up an 
elaborate magazine of its own, in 
which the NAM ads were shown, 
with others. 

Mr. Hagen says the studies re- 
vealed definitely that in selling 
ideas, the headline, illustration 
and text must be relevant; tha' 
|exhortation and flag-waving are 
| ineffective; that simplicity is es- 
| sential. 


aeeetenemenietam 
Glidden Boosts Weber 


| Elmer L. Weber, advertising 
/manager of Glidden Compan) 
Cleveland, has been named sales 
promotion manager of the com- 
pany’s Durkee Famous Foods ('- 
vision. Tully H. Turney, assis‘- 
ant advertising manager, has bee! 
named to succeed Mr. Weber. 
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. «» how can I go shopping without my Inquirer !”’ 


In Philadelphia, The Inquirer has be- 
come the newspaper for the woman and 
the family. For The Inquirer is packed 
with features to aid, entertain, inform 
and amuse the housewife. And there you 
have the reason for the truly amazing pull- 
ing power of Inquirer advertising. That 
space buyers are aware of this produc- 
tiveness is proved by The Inquirer’s adver- 


tising leadership in America’s 3rd market. 
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“tained leadership in Phi 


nd for the lest 8 yeers, 
leader in advertising linage for 


IN THE MORNING...TELL IT IN 


Che Philadelphia Mnguirer 


Notional Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, 
Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; 


i 

ae 

ae: 
PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Holeproof Names Felzer | Turn Down Union 


Russ Felzer, formerly account Pressroom employes of W. F. 
/executive and _ merchandising | Hall Printing Company, Chicago 
| manager of Kalom Company, Chi-| magazine printer, voted against 
'cago, has been named assistant! representation by a union in an 
| advertising manager of Holeproof| NLRB election June 17. The vote 
| Hosiery Company, Milwaukee. | was 356 against, 217 for. 


se GAUGES 8% x1— $1.50 


rr 
sone Pocket Size (3x5) Each 35¢ 


A time saver for Layout and Composition work Joins Honig-Cooper | Appoints Flewwellin 
ACCURATE « TRANSPARENT - NOT AF. John Quisenberry, formerly! Norman L. Flewwellin, for- 


SST with Jordan & LoBuono, Los An-|merly sales manager of Cordo 
| geles, has joined the Los Angeles | Chemical Corporation, has been 
Seer oe ener Saat Coenen ee | office of Honig-Cooper Company | appointed sales manager of At- 


| as account executive. 'lantic Tubing & Rubber Company 


a 


Corporation, Cranston, R. I. The 
companies have established sales 
headquarters and showrooms at 8 
W. 40th St., New York. 


Parker Pen Company will in- 
| troduce its new Superchrome ink, 
for use in Parker “51” pens only, 
in a list of Canadian national 
magazines, starting in July. The 
Toronto office of Walsh Advertis- 
ing Company handles the adver- 
tising. 


and Imperial Chemical & Plastics | 


New Ink Bows in Canada 


Advertising Age, June 30, 194 


Tire Companies 
Plan No Drive 


for Price Cuts 


Only Goodrich 
Will Exploit 


Lower Prices 


cacpeenossvnd immninmdiginess 
é 


Barr xnre | 


ea 


Dim-outs are out. New cars are news! And along 
every “auto row’—Main Street or Michigan Boule- 


vard—prospects are drawn to dealers’ showrooms 


by illuminated product identification signs. 


Signs made here by “Neon of Lima” identifying hundreds and 
hundreds of local dealers for Cadillac, Buick, Pontiac, Dodge, 


DeSoto, Plymouth, Nash, Hudson, Packard, Willys. On their 


buildings, in their show rooms, service and parts departments, 


DE SOTO 
PLYMOUTH 


PR Sc he: oe 
4 PE RO Pie iitectn ce: PG RRR 


these dealers use various types of our neon and fluorescent illumi- 
nated signs and clocks to attract attention to their new cars and 


service facilities. 


We specialize in illuminated point-of-sale signs for ALL types of 
products. Whether you make cars, candy or any product nationally 7 
advertised, we can supply you with signs that SELL. : 
Write for Free Book. Read how Brand and Dealer Identification 


sign programs are developed by National Advertisers. Learn how 


this important point-of-sale advertising can fit into your budget. 


and Fluorescent Signs...in QUANTITY” 


New York Office, Circle 57570 + Chicago Office, Ardmore 9400 « Los Angeles Office, Hempstead 4841 


_ REPRESENTATIVES AN ALL PRINCIPAL . CITIES | 


AKRON—The tire and oil com- 
panies are not particularly hap), 
about tire price reductions. 

At least, with one exception, 
they do not plan any special pro- 
motion to publicize the new price 
levels, a quick survey by Apver- 
TISING AGE of important tire pro- 
ducers and oil companies _indi- 
cates. Price reductions in gen- 
eral averaged approximately 10°, 
on passenger car tires, and about 
20% on passenger tubes. 

Of more than 20 companies 
queried, B. F. Goodrich alone in- 
|dicated a willingness to exploit 
the situation. Said Frank T. 
Tucker, director of advertising: 
“Point-of-sale material plus re- 
tail newspaper and direct mail 
advertising will tell consumers a 
story that can be matched by few 
producers on the market today 
‘A tire that outwears prewar tires 
|now offered at less than prewar 
prices.’ 


Best Ever, at Low Price 


“When we consider,’ Mr 
|Tucker continued, “how few 
| things can be bought today for 
| less than we paid before-the war, 
| plus the fact that we are talking 
| about a new improved producti 

/much better !than our prewar 
tires—it is natural that all me- 
|dia normally used in our tire ad- 
| vertising will be employed to tell 
the widest possible audience the 
|real significance of B. F. Good- 
| rich’s price reduction.” 

Most of the tire companies and 
| the oil companies which handle 
a private brand were content to 
announce reductions, and, at the 
time of the survey, had made no 
special plans. The reply of U.S 
Rubber Company was. typical 
“No promotional plans are con- 
templated behind the tire price 
cut. All pertinent details of policy 
have already been released to 
dealers.” 

Those oil companies, such as 
Continental Oil and the Texas 
Company, that have no tire mar- 
keting subsidiaries, and whose 
dealers sell tires only through in- 
dividual contracts with the tire 
companies, were careful to avoid 
making any policy statements. 
|leaving the matter of tire price 
adjustments entirely up to the 


dealers. Of the companies which 
do market tires, the replies 
Socony-Vacuum (“We have 1 


tire policy announcements |‘ 
make at this time’), and Standar« 
of California (“No further price 
policy details available”) were 
representative. 


Supplies Seem Ample 


Only one of the responden' 
gave any indication that theré 
was still a seller’s market in tires 
Richfield Oil Corporation asserte¢ 
that it would not engage in a 
special promotion, because 
“extremely low inventories.” 

The price cuts had been « 
pected since late in May, w! 
the mail order houses redu: 
prices to about 20% below th: 
charged by the “Big Four” t 
manufacturers (AA, June 2). T 
tire cut by the mail order hous: 
brought 6.00x16 tire prices do 
from $14.80 to $12.95. The ge 
eral industry - wide reducti 
which followed two weeks ago, ! 
duced a 6.00x16 passenger 
tire from about $16.10 to $14.4 
or about 10% above the prest 
| mail order figure. 
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Over in Newark (N.J.) one day last fall, 
a good customer of ours despatched the 
annual batch of used display art to the 
Dead files ... and reflected regretfully,as 
every thoughtful man must occasionally, on 
the flight of time, the transiency of things 
material. And more specifically on art that 
enjoyed a brief season in a dealer’s window 
or on a store wall; and then, by convention, 
is consigned to inutile darkness ... or at 
best, like a re-incarnated Brahmin, begins a 
lesser existence as a syndicate calendar and 
lingers on, imprinted with the compliments 
of venders of Dry Goods & Sundries, or the 
ultimate ignominy of Stock & Poultry Feeds, 
Fertilizers Our Specialty. 


Ar this point, the advertising manager 
of the Krueger Brewing Co., experienced a 
slightly colossal inspiration: 

Why not give his display art a new 
function, in calendar form... augmenting 


e ENCORE... by calendar! 


its advertising value, reiterating past = 
impressions, earning more kudos -— 
for Krueger Beer... eS 
THE happy result was a six-page . 
calendar entirely composed of art | * 


previously used in Krueger posters 
and display. ~ 

The Krueger calendar is 
cleverly compounded of pictures 
of younger women and older +) is 
men, fifty-fifty ...is surefire in local filling 
stations and beer bistros, palatable to the 
patrons, pleasing to the props. Extra useful 
with two months per sheet, and footnotes of 
the months past and preceding... And nice 
work for Krueger as well as Einson-Freeman. 


Ir you have any used art around and 
crave a calendar, a word to Einson-Freeman 
will start next year’s now. We print very 
nice calendars from brand new art, too! 


® EINSON-FREEMAN CO. inc. in 


Beer and Skittles Lithographers 


STARR & BORDEN AVES. «- LONG ISLAND CITY, N. Y. « with offices in... Chicago, 


Cleveland, Cincinnati, St. Louis, Minneapolis, Atlanta, Dallas, Los Angeles, San Francisco, 
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Names Lupton Agency 

John Mather Lupton Company, 
New York, has been named to di- 
rect the advertising of Koller & 
Smith Company, New York, busi- 
ness equipment. 


Adds Lee Heffner 

Lee Heffner, formerly with Hill- 
man Periodicals, has joined Open 
Road Publishing Company, New 
York, as assistant to Wallace S. 
Hill, eastern manager. 


(ypography 


advertisements 
brochures - catalogs set 
efficiently - we have 
all the faces in 
complete range 


erawford composition 
161 W. Harrison ¢ WEBster 7936 


. : |England territory covered to date | 
Time to File | 


for ARF’s Boston © 


Car Card Study _ 


New York — Applications for | 
the Advertising Research Foun-| 
dation’s survey of readership of 
car card advertising in Boston 
must be filed before July 7. The 
study in Boston—the eleventh 
city covered in the foundation’s 
research on transportation adver- 
tising—will be made during the 
month of October. 

The standardized yardstick; de- 
veloped to determine the number 
of people 15 years of age and 
over who observe the advertise- 
ments displayed during a 30-day 
showing, will be used in the sur- 
vey, which also will provide in- 
formation about the general char- 
acteristics of Boston’s transporta- 
tion advertising audience and its 
riding habits. In addition to the 
city of Boston, the survey area 
will include 14 adjacent munici- 
palities. This is the second New 


in the continuing study. 

A report on the foundation’s 
research in New Orleans, the first 
southern city covered in the 
transportation study, will be pub- 
lished soon. 


Opens New Office 

Dunnie Shewell, formerly ex- 
ecutive vice-president of Beacon 
Chemical Company, sales man- 
ager of Modern Foods Inc., and 
recently sales manager of Fleet- 
fellow - Diaperwite, Inc., has 
opened his. own food brokerage 
office at «356 Suburban Station 
building, Philadelphia. Mr. She- 
well was also with Blackett- 


Sample-Hummert and Batten, 


Barton, Durstine & Osborn as an 
account executive. 


Opens Houston Office 


Monsanto Chemical 


general branch manager. 


Company, 
St. Louis, has opened a sales office 
in Houston, to serve the state of | Young & Rubicam, Los Angeles, 
Texas, with Harvey M. Harker, as- 
sistant general sales manager of |of the southern California chap- 
the organic chemical division, as|ter of the American Association 


Rockwell Names McCarty 
—Shifts Sales Execs 


Rockwell Mfg. Company, Pitts- 
burgh, has appointed the McCarty 


Company, Pittsburgh, to handle 
the accounts of two subsidiaries, 
Ohmer Corporation, Dayton, 


| manufacturer of cash registers, 
| fare registers and taximeters, and 
|A. H. Ross Company, Ludlow, 
| Ky., maker of package machinery. 
| Howard Marts, manager of the 
| service department of Ohmer Cor- 
|poration, has been promoted to 
|assistant general sales manager; 
| Frank B. Unger Jr., northeastern 
| district manager and manager of 
| the fare register department, will 
| devote his whole time to the lat- 
| ter; Harold F. Grauel will fill the 
| post of northeastern district man- 
|ager, and Wallace Lee succeeds 
Mr. Marts as manager of the 
service department. 


Elliott E. Potter, 


has been elected vice-chairman 


of Advertising Agencies. 


iain tele _ tary 
Four A’s Chapter Elects | 


manager of 


ib ek, 


will 


Hop the train, plane or head your car 
toward the cool, green-and-blue Pacific 
Northwest! All outdoors is air-conditioned 
—night and day. You'll have a holiday that 


really give you a lift... and you'll 


discover some very startling things about 
the new and greater Seattle market. In 
fact, your trip will probably pay for itself - 


in hard cash return. Come on out—we're 


et nom 


expecting you. 
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New York + Chicago + Detroit + 


Represented by O'MARA G ORMSBEE, 


Los Angeles - 


SEATTLE TIMES 


FIRST in Circulation + FIRST in Results in Seattle 


Inc, 
San Francisco 
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‘Moore Completes 
(50 Years with 


‘Detroit News’ 


DeEtrROIT—William H. Moore, di- 
rector of advertising sales for the 
Detroit News, celebrated 50 years 
with the news- 
paper at an an- 
niversary  ban- 
quet given in his 
honor at the Fort 
Shelby Hotel 
here recently. 

Mr. Moore’s 
associates re- 
viewed high- 
lights of his ca- 
reer since he 
started as secre- 
to H. S.Scott, then busi- 
ness manager for the News, five 
decades ago. Letters and tele- 
grams congratulating Mr. Moore 
poured in from his friends 
throughout the United States and 
Canada. 

In 1915 Mr. Moore was named 
{national advertising manager for 
|the News, and soon established 
his reputation by developing this 
type of newspaper advertising, 
| then just a promising youngster. 

He became head of the news- 
|/paper’s advertising department in 
1935 with his appointment as di- 
rector of advertising sales. He is 
|a former vice-president of the 
| Detroit Adcraft Club, and has 
|long been active in the News- 
paper Advertising Executives As- 
sociation and Bureau of Adver- 
tising, ANPA. 


Wm. H. Moore 


Caesar and Johns Buy 
Broadcasting Company 


George P. E. Caesar Jr. and 
Myles H. Johns, both of Milwau- 
kee, have purchased the Capita! 
City Broadcasting Company, Des 
| Moines, operator of Station KCBC, 
from George O’Dea, Hugh Galla- 
,gher and Sidney Pearlman. Mr 
Pearlman will remain as genera! 
manager. The sale is subject to 
FCC approval. 

Mr. Johns, president of Avia- 
tion Industries, Milwaukee, and 
principal owner of Station WOSH, 
Oshkosh, Wis., is building WMIL, 
/an FM station in Milwaukee. Mr 
Caesar was formerly with A. O 
Smith, Inc., and Ben-Hur Mfg. 
Company. 


“Child Life’ Appears 
with New Format 


Effective with the July issue, 
|Child Life, Boston, will appear 
with a new format. The new 
Child Life, slanted to boys and 
girls between 4 and 11, has been 
divided into three sections—Story 
|/Time, Play Time, and Picture 
Time. Ads have been placed at 
the end of the first section, Story 
Time, since parents are most 
likely to participate in the reading 
matter. Anne Samson is editor 
of the magazine. 


FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropelitan New York 
you can’t sell it threugh the big 
city’s newspapers. The Bayonne 
Times has 66% more circulation 
among Bayonne families than °!! 
New York and Hudson County 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
National Representatives 


NEW YORK CHICAGO 
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Louisville ...... 33 16 10 
a ee 20 6 —5 
DEGUGMRIS 42 sax 16 8 5 
Minneapolis Dist... * . ® 
: Minneapolis ° ° ° 
: — eS eee * * * 
Federal Reserve Figures on Department Store Sales Duluth-Superior. * . . 
Kansas City Dist... 8 rg 6 
WaSHINGTON—Department store! Cincinnati ...... 18 12 8 9: ol at 2 URS 
Cleveland 11 5 12 i eee 2 6 —4 
dollar volume in the U. S. for the pace oa : : rr Kansas City .... 10 16 4 
second week of June was 6% Toledo .......... 6 4 10 St. Joseph ...... 12 - 1 
ereater than in the corresponding Pittsburgh ..... 3 8 3 —, City.. 6 A. = 

2e Richmond District. 7 0 1 UIBE nesssscees 4 
week of 1946, the Federal Reserve | aes . : Sette Manietet.... 9 r7 1 
Board reports. Baltimore ...... 8 —_ 1 eee —1 1 —4 
The volume was exactly sil Atlanta District... 12 r7 4 Fort Worth .... 15 < : 
times greater than the average| Birmingham .... 19 19 9 ee acre = is ‘ 
weekly volume from 1935 to 1939. rr tly Exesoaavet i + 5 | Sam Weametnce Bint. 2 ; : 
The index figure of 300 for the! New oOrleans.... 17 5 9 Los Angeles Area 2 —4 2 
week compared with 292 the pre-| Nashville ....... 32 7 2 Gakians ....-.-. 1 c ae 
vious week. As last year, the| Chicago District... 15 14 10 ane gape le z 
eo eee 14 16 9 Portland .. -eeee 10 16 0 
high sales reflected Father’s Day| indianapolis .... 8 : 6 Salt Lake City.. 11 1 —1 
buying. Customarily, sales after} Detroit ......... 26 11 14 Seattle ......... ~~ << . 

"Milwaukee ..... 12 16 7 a 
St. Louis District... 20 rs 1 r—Revised. 
Little Rock ..... 0 3 1 *—Data not available. 


DEPARTMENT STORE 


~ SALES INDEX 


1935-39 EQUALS 100 


*Not adjusted 
pPreliminary. 


Week to June 14, ’47*.p300 
Week to June 7, ’47*. .292 
Week to June 15, °46* .283 
Week of June 8, °46*. .273 
Month of April, ’47...274 


seasonally. 


Father’s Day drop considerably | 


for several weeks. 


Gains by reserve districts for | 
the latest week ranged from 1% 
in the Richmond (fifth), St. Louis 
(eighth) and Dallas (11th) dis- 
tricts to 10% in the Chicago (sev- | 
enth) district. Highest gain among | 
increase over 
the corresponding 1946 week 
Buffalo. Several cities 
decreases for the week. Most of | 
these were in the West. 
loss was a 12% decline in Oak- | 
land, caused largely by a transit 


cities was a 15% 


workers’ strike. 


Yr.-to-Yr. % Change 


Federal Reserve May June June 


district and city 
UNITED STATES.. 
Boston District... . 
New Haven ..... 
reer 
Springfield ..... 
Providence ..... 
New York District. 
oe re 
oo aoe 
NOW ZOOPER 6. cos. 
Rochester ...... 
DYTMOURS sccccas 
Philadelphia Dist.. 
Philadelphia 
Cleveland District. 
Akron 


in | 
showed | 


Greatest | 


Week Ending 


31 . 14 
12 vi 6 
18 7 8 
17 —1 6 
21 9 12 
8 3 0 
i) 4 3 
15 r5 7 
8 r—3 2 
10 11 15 
17 4 7 
13 10 9 
12 r12 13 
13 r10 7 
11 10 6 
11 r7 7 
10 0 5 
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Vacolite Opens Drive ; secretary; Elora Sornsen, Los An- 
: geles Downtown Shopping News, 
Vacolite Company, Dallas, 


i . 5;|recording secretary, and Bea 
manufacturer of hearing aids, will| Davies, Hixson-O’Donnell, treas- 
begin its national advertising 


, : : oils | urer. 
campaign, featuring ‘““Magic Mike 


control, in the July issues of Col- 
lier’s, Country Gentleman, Ladies’ 
Home _ Journal, Liberty, Look, 
Popular Mechanics and The Sat- 
urday Evening Post. Copy will 
also appear in farm and religious 
publications. Henry M. Haney, 
Dallas, is the agency. 


oe | ED 4 
L. A. Adwomen Elect ITS READE 


Glad Hall Jones, Station KRKD, 
has been elected president of the 
Los Angeles Advertising Women. 
Other officers elected are Nancy 
Holme, CBS, list vice-president; 
Essie L. Elliott, CBS, 2nd vice- 
president; Adene M. Latta, Los 
Angeles Examiner, corresponding 


lt takes more than translation... 


to make your export literature 


successful . 


' 


SEND TODAY 

for a copy of 
“Preparing effective 
printed matter for the 
Latin American 
market?’ 


2003 $. CALUMET AVE., 


COUNSELING TRANSLATION TYPESETTING 


Not long ago a U. S. company translated one of its most 
effective domestic ads into Spanish and sent it off to 
Latin America with high hopes. 

The Spanish ad was a dismal failure! 


This particular advertisement carried a fine illustration 
of a good looking housewife busy in her kitchen preparing 
a delicious dish of the product... wearing an apron! 

Such kitchen activity is wholly commendable in our 
country, but south of the border the ladies who count and 
who buy don’t wear aprons in the kitchen. They have 
servants to prepare the meals. The very thought of such 
. drudgery was enough to turn the singing copy of the U. S. 
A, success into a very sour note in Latin America. 

It takes a lot more than translation to make advertis- 
ing and sales promotion literature right for Latin 
_ markets. It takes an intimate knowledge of the 

NX people, their customs, needs and economy. 
: It calls for a native of Latin America who 
= knows advertising in addition to know- 
ea » __ ing the Spanish language. A man with 

* » _ these qualifications not only trans- 

lates the words but the meaning 

.. the sales appeal . . . to keep 

it in harmony with the re- 

quirements of his readers. 
Such men are few and far 
between. ‘That is why the John Maher 
organization brought to Chicago and New York 
City a handpicked group of Latin American writers and 
ad-men to prepare the copy and supervise the production 
of a number of Spanish business papers which the John 
Maher Printing Company prints. 

Through the John Maher Printing Company you can 
use the counseling, translation and re-write services of these 
experts to increase the effectiveness of your Latin American 
advertising and printed matter. In addition, you will have 
the unsurpassed Spanish typesetting, proofreading and 
printing facilities of the John Maher Printing Company 

The old headaches of piecemeal production of export 
literature vanish when you call in a Maher man. He will 
take the entire job off your hands, 


John Maher (*4i)iy Company 


Creators Fh fre domestic arnt ZG (printing 


CHICAGO 16, ILLINOTS, DEPT. AA-3 
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“It was easy — WFDF Flint advertised 


some lawn mowers. 


Junior Adclub Elects 


The Junior Advertising Club of 
| Los Angeles has elected Ray Cor- 
mier, Allied Advertising, presi- 
_ dent. Other officers are Bob 
|Hemmings, Burroughs, Inc., 1st 
| vice-president; Harvey Spelman, 
| Blake, Moffitt & Towne, 2nd 
| vice-president; Les Krupp, Paul 
| Krupp Company, secretary; Paul 
| Bush, Peterson Engraving Com- 
| pany, treasurer, and Ed Holley, 
|Klitten & Thomas Advertising 
Agency, publicity. 


Starts Mobilgas Drive 


General Petroleum Corporation 
of California, Los Angeles, has 
launched a campaign designed to 
spotlight the 5,000 Mobilgas deal- 
ers in the West as “The Answer 
Man” for touring motorists this 
summer. A schedule of four and 
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five-column newspaper advertise- 
ments will be used as a starter, 
to be followed by two full-page 
four-color insertions in The 
American Weekly, two half-page 
four-color comic advertisements 
in Sunday magazines and an as- 
sortment of on-station promotional 
material. 


nee a 
Bayard Appoints Kraft | 
Larry Kraft, formerly copy; Cuxicaco—Al Jolson, who was 


chief in the Pacific Coast office | one of the early stars of the Kraft. 
of Erwin, Wasey & Co., has been | music Hall, is returning to the | ; 
appointed director of radio ‘= | show Oct. 2. Al, whose rejuve- Kraft Music Hall, one of the 
i /nation as a big entertainment fig- | oldest major network shows, was 
ee ‘ure followed the success of versal ge on yond back in i. 
/movie based on his life and his ne o e reasons why Bing 
Names Tracy Moore "sensational appearances as guest | Crosby, whose popularity on the 
Tracy Moore & Associates, | star on several important network Kraft Music Hall for seven years 


A ee ee eee Peg meee w | programs earlier this year, was so| kept the show among the leaders 


However, it was learned from 


es 
Kraft Signs Jolson pe Walter Thompson Company, 
|which is closing the deal on }e- 
‘half of K F ny 
at $7,500 a Week, itct Brett Pans Some: 


| years at $7,500 a week, Al’s com- 

4 /pensation for the period totaling 
farting ct. '$1,170,000. This is a straight tal. 
;}ent deal, with JWT producing the 

show in Hollywood and New 


York, continuing the policy which 
has been followed ever since 


"s contract was signed. 


Jere Bayard & Associates, 
Angeles. 


western sales for all. stations of | tickled with the deal that he an- in listener ratings, decided he did 
| Radio Advertising Company. 


‘nounced it in Hollywood before|"0t want to continue to be a 
|“cheese salesman” was that he 


first in expenditures, in pages per issue, 
in total pages, among monthly magazines. 
Simply because six million readers show . ; 
advertisers they’re in the mood to buy 


when they read ~~ : 


preferred a package deal similar 
|to that enjoyed by his pal Bob 
|Hope in broadcasting for Pep- 
'sodent. (AA, Jan. 14, 1946) 
Change Foreseen 
It is an open secret that Kraft, 
one of the pioneers in network 
| broadcasting, and one of the most 
| successful users of radio over the 
years, has not been too happy 
with the Eddie Duchin program, 
although the rating has stood up 
very well, averaging about 12. 
However, Kraft has been looking 
around for a top-flight performer 
to repeat the successes of the 
| Crosby era, and its executives be- 
|lieve they have found one in Jol- 
|son, whose come-back has been 
| the big news of the entertainment 
| world in 1947. 
| Willard Lochridge, Thompson 
|}account executive, said that the 
\format of the program will re- 
ie main unchanged. It will continue 
|to be a variety show, with em- 
| phasis on comedy and songs, and 
‘with many leading stars appear- 
|ing as guests. While it is not ex- 
pected that Al Jolson will be the 
/smooth, nonchalant type of emcee 
|made popular by Crosby, it is as- 
/sured that the show will have 
|lot of punch and will move at a 
|fast comedy pace. 
| Nelson Eddy is the summer re- 
|placement for Duchin on _ the 
| Kraft Music Hall, and will pinch 
/hit until Jolson takes over the 
| first Thursday in October. In the 
next few days it is expected that 
'the deal will be made official by 
the signing of the necessary legal 
| papers in Hollywood. 


| Journal Acquires WSAU 


The Journal Company, owne! 
of the Milwaukee Journal and 
| Station WTMJ, has begun opera- 
| tion of Station WSAU, Wausau, 
Wis., following FCC approval! 0! 
the purchase from the Northern 
| Broadcasting Company. Ben Ho- 
vel continues as manager of the 
Wausau _ station. The Journal 
Company plans construction 0! 
new FM stations in both Wausau 


and Green Bay, Wis., and will 

extend the broadcast time 0 

P es yee WTMJ to 19 hours, effective 
In pipe tobacco advertising Esquire is July 1. 


To Launch Cosmetics 


Pasquale D’Angelo, Toronto, 
will begin, soon, a campaign [0 
|its new cosmetic products using 
newspapers, weekend papers ané 
women’s and general magaz nes 
in Canada. Copy features “ha! 
fresh, Canadian look.” F. A ‘an 
Bestall, Toronto, is the agen« 


Eaquire. 


where quality millions . 
go to market 3 
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|executive offices in New York, | 


Seattle, Los Angeles and Milwau- 


A Wisconsin plant has been 
added by the company with the 
purchase of a Libby, NeNeill & 


Libby evaporated milk plant in | 


Appoints Williams 

George H. Williams has been 
appointed director of sales of the 
Iowa Daily Press Association, suc- 
ceeding Gene S. McGuire, who)! 
has resigned to join R. H. Cary, | 


Inc., Advertising, Des Moines. 


Gets Food Account 


Bennett, Walther & Menadier, | 
Boston, has been named to direct 


|the advertising of the Poland | 


Spring food division of Clark | OFFICES IN PITTSBURGH AND 


Babbitt Industries. 


NEW YORK 


Retaming is nol in retail influence! 
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from | WRANBENPLOYERS James Lees Promotes 2 
pany HELP WAKE thi | James V. Watters, advertising | Kee. 
nm he. BEY GRIFFIN AUTO C0... and promotion manager in the 
1pany WHAT IT IS > | Columbia and Minerva yarn divi- 
' three WITS ? sion, has been transferred to the 
| : carpet marketing division of 
ert me ; \James Lees & Sons Company, Waupun. 
rtaling Vinge wel Bridgeport, Pa. Howard D. Wil- 
at tal- Rl i _liams, staff assistant to James W. | 
ng the Wie t2 Este | Bampton, director of advertising, | 
New | promotion and commercial re- 
which | search, has been named to suc- 
since | ceed Mr. Watters. 
f the <2 oS ae 
S, was . 4z~| Carnation Headquarters 
o. fe ie oe em yee to Move to Los Angeles 
- the Cape” Soe Ae Efex Fie ea __ The executive offices of the 
— ag, Eee ee fore Ste | | Carnation Company, | Milwaukee, 
“i Fhe Oa Pym spe a2 | | will be cunnnasee into = _ 
i ror vw tional executive office in Los An- 
he did ee ee bo in the latter part of 1948, 
be a |E. H. Stuart, president, has an- 
EMPLOYES' SALUTE—Employes of | 
at he Ben Griffin Auto Co., Dalles, thought | nounced. The company now has 
similar f 5 this ad and paid for it through vol- | 
il Bob untary contributions as a tribute to the | 
Pep- company's 28th birthday and “Ben | 
) Griffin's fair and square policies." | 
«rat, | President Names 
2twork . 
e most R. F. Jones, Ohio 
fer the =, 
happy | to FCC Position 
gram, WASHINGTON — The Republican 
_ mf drive for a bigger share of top | 
.“ @ administrative posts has cost Ray | P 
“a C. Wakefield a second seven-year | one-derl ul 
of the term on the FCC, beginning it9 
July 1. 
ial Mr. Wakefield, one of FCC’s enane't 
- - two common carrier specialists, 4 
> been f had been “vetoed” by the Senate Mert 
oe majority as not sufficiently “reg- ARAN 
wnpson ular” to earn party endorsement. | 
the After his nomination remained 
= a dermant in the interstate com- 
a merce committee for a month, 
i aa. President Truman substituted the Mi “4 
se and mame of Rep. Robert F. Jones, 1M NS 
oS five-term Ohio Republican con- 3 
os. gressman and ranking member of ve ae 
rs = the House appropriations com- ae Fe 
€ ee mittee. cat , 4 
A gga Mr. Wakefield was formerly a) a Og 
ered California railroad commissioner. Pe 
al . Representative Jones, a Lima at- = 
me torney, was chairman of the ap- f 
: propriations subcommittee which fs 
eee “a inflicted a 40% budget slash on Tx 
iat the Interior Department. i 
er the y ee 
JD | Starts Canadian Drive \ is 
iat be Swift Canadian Company Ltd., : 
y legal Toronto, has launched a campaign t 
in western Ontario newspapers . 
for strained meats for infants and « 
diced meats for juniors. Handled ; 
SAU by the Toronto office of J. Walter 
of Lhompson Company, this cam- # 
Owne' paign will eventually be extended 
al an’ nationally. Direct mail and med- 
oper ical journals will also be used, 
nage and a detail crew will call on 
7 of aoctors 
en Ho- 
of the 
Journal 
faiINO TYPE 
Wausau had 
id will : ea 
me of 
ffective 


used in this ad! 


Anyone, anywhere can set 


ie: 

= 
: 
. 


type this new, practical way. 
| Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
} messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 


packed in a compact, refill- a: 
able leatherette case. 


nteg 
| New 24 -Page 
Catalog 


In retail circulation as well as total circulation, RETAILING is America’s 
No. 1 home furnishings business paper. And because RETAILING 
reaches the greatest number of home furnishings retailers, and reaches 
them four to nine times as often as any comparable publication, 
RETAILING is the No. 1 business paper influence in this seven billion 
dollar market. Put that influence to work for your home furnishings 


campaign. It pays! 


RETAILING Home Furnishings @ 8 East 13th Street, New York 3 


THE TWICE-WEE 


Floor Coverings 
China and Glassware 
Lamps and Lighting 
Housewares 

Major Appliances 


HAVE YOU RECEIVED YOUR FREE COPY of “Your Current Busi- 
ness Paper Advertising’? This helpful booklet contains specimen ads 
of 15 resultful copy themes being used by today's successful business 
paper advertisers. Your copy is ready...simply drop us a note. 


a - 
Gober Video Sout on Trial A ‘= 
= “4ign’ 


KLY 


NEWSPAPER COVERING: 


© Furniture and Bedding 
Curtains and Draperies 
Decorative Accessories 


Radio and Television 
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‘Coronet’ to Run 


jantee of 2,000,000, and will sell 


| black d whit t $3,500. 
Only P age Ads | For the erat Ageing press | 


New YorkK—When Coronet be- and paper problems will limit 
gins carrying advertising sched-| available space to approximately 
ules early in 1948, it will run only | 30 to 40 pages, about 22 of these 
full-page ads, each to face a full | in black-and-white or two-color, 
page of editorial matter, reports'eight in four-color letter-press 
John E. Miller, national advertis- | Positions, and two in full color. 
ing manager. The magazine will Front-of-book positions, includ- 
|ing second cover, are not yet 
| available to advertisers because of 
mechanical difficulties. 


THE SPORTING GOODS I= Appoints Hoff 


Irwin W. Hoff, formerly with 
Block Drug Company and director 


| offer a net paid circulation guar- | 


“Best drive he'll ever get” 
THE NEW HUDSON 


a 


COOPERATIVE—Part of Hudson Motor Car Co.'s cooperative ad program, 

this outdoor poster carries the company's message for its 3,000 dealers through- 

out the country. It is one in a long-range program designed to give the dis- 
tributor organization maximum support as competition grows livelier. 


Refailers Sorry 


be followed by a corresponding 
|price drop seems to be coming 
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Nickel Candy Bar 
Ready to Return; 


CuicaGco—A prediction last fa|| 
by Nathaniel Leverone that the 
higher prices of candy bars would 


true. Increased production—or 


| the- threat of it—is having its ef- 


| fect. 


DEALER 


ST. LOUIS 3,MO 


MOST 


of the baby products division of 
Johnson & Johnson, has been ap- 
pointed an account executive of 
Biow Company, New York. 


Miss Fashion to Hicks 


Mr. lLeverone, president of 
‘Redbook’ Ups Washburn | moved from 676 N. St. Clair St. | Aatemaiie Ciashanes Company, op- 
W. D. Washburn, to new studios at 874 N. Wabash erator of candy vending machines, 


formerly a | 
Ave., |made his prediction to Apvertis- 


member of the Chicago advertis- Chicago. 
| ING AGE at a time when the nicke] 


ing sales staff of Redbook, has | 
been named western advertising| Appoints Seidel Agency candy bar seemed destined for 
Seidel Advertising Agency, New | the fate of the buffalo, including 


| manager of the magazine, with | 
| Oboes in Chicago. York, has been appointed to di-| the buffalo on previously minted 


EFFECTIVE Miss Fashion Undergarment | 
Company, maker of Miss Fashion 
COVERAGE _ pajamas and negligees, has ap- 


pointed Hicks Advertising Agency, 
New York, to handle its advertis- 
ing. 


| Artists Move Studio 


| Fleming, free-lance artists, have used. 


Distinctive, patented frame in glowing 
stic with’ briliiant neon — 


SShicaco: eu 


pene te 


your copy HERE 


Streamiiner unit combined with 
: Telechron electric clock, pro- 
: duces an unusually effec- \ 
y tive result. S 


National and sectional advertisers recognize 2 
uality, dependability, distinctive designing. i 
hat's why Ohio electric advertising displays 

are “going so big" everywhere. Let us help you a 
with your electric display problem. 


Sketches, ideas submitted without obligation. 


o ticker. ; 


= SELLIN G Bic. 


ue ee 


Double size Streamliner with two fiuo- 
rescent lamps! Sturdy metal unit with 
baked enamel! finish; chrome trimmed. 


eyin? i f 
~~ TSH ( z 

R ae ‘a 

t - a 13 ‘ 

. «<fhoe a A ri . 


“f cially designed Streamliner unit 
‘ uminates large menu panel .. 


printed menu cards 


mue y assortment 


9 Write, wire, phone - - - - 


OHIO — 


ADVERTISING DISPLAY CO. 


“1p 1216 Jackson Street 


_ Cincinnati 10, Ohio 


/rect all advertising for Globe Dis- | nickels. 
tributing Company. National con- | 
George McVicker and William | sumer mail order media will be | 


Six-cent bars took the place of 
nickel bars last fall and by last 
February were being sold by 80°; 
of the dealers in the U. S. Now, 
candy makers estimate, about 60% 
of retailers are selling the candy 
}at six cents. 

Candy makers said last week 
that some low-quality bars intro- 
duced during the war cannot now 
|be sold. Only demand for solid 
‘chocolates and chocolate-covered 
bars is holding up the higher 
|price now, they said, predicting 
ithat when sugar rationing is 
ended for industrial users the in- 
crease in output will bring candy 
bar prices back to the old level. 


Only Quality to Go Up 


It was on this increase in pro- 
duction that Mr. Leverone last 
fall based his prediction of a re- 
'turn to nickel bars (AA, Nov. 25, 
°46). For Automatic Canteen, the 
five-cent price is “par,” for the 
machines obviously cannot feas- 
|ibly collect odd cents. 

Some candy makers believe 
|nickel bars will not return for 
|many months, however. They fee! 
the first effect of increased sugar 
supply will be to increase the 
qualities of the bars. But they 
‘admit that increased competition 
ultimately will bring the price 
|down again, even though retailers 
/ have enjoyed selling at the higher 
| price. 
| As explained by AA last fall, 
retailers themselves—over the 
protest of many makers—raised 
the price from five to six cents. 
|The manufacturers had increased 
| their prices from four to 10 cents 
| per box of 24 bars. But retailers’ 
| one-cent-a-bar increases gave 
'them 24 cents more per box, and 
| more profit than before. 


‘Tribune’ Launches 


Donor Campaign 


The New York Herald Tribune 
has launched a campaign to sell 
donor subscriptions for its Euro- 
pean edition, which many Euro- 
peans cannot buy themselves be- 
cause of currency restrictions. The 
drive will be carried into schools 
| and colleges in the fall. 
| For $18 a year the European 


edition will be mailed to anyone 


the buyer names in Europe, Asi 

lor Africa ($15 a year in Franc« . 
| In the event the purchaser does!) | 
know anyone there, his subscrip- 
| tion will be sent to a name drawn 
| from the waiting list of educators 


| business men, statesmen and plain 
instances tie 
| paper will be delivered within “+ 


citizens. In most 
|or 28 hours of publication by al 
| express. 


a Appointed 


Schenley Distillers Corporati 
New York, has appointed 
Kleppner Company, New York, 
direct advertising for its Pebb 
ford brand bonded bourb 
whisky. Full-color pages in C 
lier’s, Esquire, Fortune and Neu 
week 
resentative American homes 
which the whisky is served. 
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Army Announces © 
Ayer Selection | 


WASHINGTON—The War Depart- 
aent officially announced this 
week that the selection of N. W. 
Ayer & Son to handle recruiting 
.dvertising during the fiscal year 
1948 had been recommended by 
, board of officers and approved 
by Under Secretary Kenneth C. 
Royall. 

The decision had been con- 
frmed earlier by informed gov- 
ernment and trade sources (AA, 
June 23). 

The amendment added that 
Ayer is now negotiating with the 
department with a view to draw- 
ing up a contract covering the 
$4,000,000 to $4,500,000 account. 

The War Department. announce- 
ment outlined the steps that had 
to be taken in selecting an agency | 
for the campaign, involving use | 
of upward of 11,000 publications. | 


Limited to 13 Agencies | 


It said 
limited to 13 agencies billing $20,- | 
000,000 or more each, “as it was 
known it would be difficult for a. 
smaller firm to carry out accept-_ 
ably an advertising program of | 
this size.” 

The War Department said that 
five firms “elected to make com- 
petitive presentations” before the 
board of officers on June 2. The 
names of the competing agencies 
were not released. 

The board of officers included 
Brig. Gen. Henry B. Lewis, presi- 
dent; Brig. Gen. Eustace M. Paix- 
otto; Col. Phillips W. Smith; Col. 
Paul Oed; Frank C. Page, direc- 
tor, public relations, Interna- 
tional Telephone & Telegraph 
Corporation, and Capt. Farley P. 
Butler, recorder. 

While the release did not indi- 
cate whether the board had voted 
unanimously to leave the account 
with Ayer, it did point out that 
the contract now being negotiated 
will contain no renewal provi- 
sions. “Any contract which may 
be let for 1949 will be negotiated 
anew, and the opportunity to com- 
pete will again be offered to the 


| 
invitations had been}! 


companies considered qualified to | 


compete,” the announcement said. 


Appoints McDermott 


Thomas J. McDermott, for- 
merly production manager of 
Donahue & Coe, New York, has 
been appointed in charge of pro- 
duction of Wilson, Haight & 
Welch, New York office. 


Joins Lee, Parks 


Fred Speights, 
J. D. Tarcher & Co., 
Spier, Inc., and Franklin Bruck 
Advertising Corporation, New 
York, has joined the radio staff 
of Lee, Parks, Greer & Hawkins, 
Inc., Houston. 


Franklin 


500,000 


STOCK P 


WRITE FOR INFORMATION | 


KAUFMANN & FABRY CO. 


“S. WABASH AV 
peepee sla ata 


formerly with | 


Kratt Foods Promotes 
Four Executives 
Howard G. Bergdoll, sales man- 


ager of the southeastern division, | z 


and L. W. Sullivan, district man- 
ager in Cleveland, have been ap= 
pointed assistant general 
managers of Kraft Foods Com- 
pany, Chicago. Mr. Bergdoll will 
be in charge of sales of salad dres- 
sing, mayonnaise, margarine and 
mustard, and Mr. Sullivan will be 
in charge of sales of processed 
and package cheese. 

W. H. Harvey, formerly in 
charge of production of the south- 
eastern division, has been named 
to succeed Mr. Bergdoll, and John 


W. Walker, formerly branch man- sold 


ager in Cleveland, has been ap- 
pointed to succeed Mr. Sullivan. 


AMSCO Schedules Drive 


American Mineral Spirits Com- 
pany, Chicago, will launch a cam- 
paign in eight business papers in 
July, showing a map of the United 
States surrounded by stars, with 
the slogan, ‘Service in 48 States.” 
Coupons with each advertisement 
will invite inquiries. Leo Burnett 


| 
| 


sales | 
| Magazine, published first in 1943 


| 


| torial material is 


5,000 IGA Stores 
to Sell Revived 
American Family 


CuHIcaco — American Family 


f 


and suspended several months 
later because of paper shortage, 
will reappear in November as a 
5-cent monthly magazine distrib- 
uted through IGA stores. 

International Grocers Alliance 
told AA last week the magazine 
will have an initial guaranteed 
circulation of 300,000 and will be 
in the 5,000 IGA _ stores 
throughout the U. S. The basic 
page rate will be $1,200, and trim 
size 7x10 and 3/16 inches. Cir- 
culation will be increased as paper 
supply increases. 

John W. Mullen, former editor, | 
will head the publication. Edi- 
“designed to 


nationally. 

Announcement of forthcoming 
|publication of American Family 
| Magazine will be made to adver- 
'tisers in mailings starting early 
jin July. Offices of the publica- 
ition are at 53 W. Jackson St. 
here. 


Launches Photo Contest 
Grailex, Inc., Rochester, has 
launched small-space advertise- 
ments in Life, the New York 
Times and other leading news- 
papers for its 1947 photo contest. 
Concentrating on camera maga- 
zines—18 are scheduled for use— 
the company will spend approxi- 
mately $35,000 in the drive, which 
will run through September to 
promote the new Pacemaker line 
of graphic cameras, now begin- 
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ning to reach dealers in quantity. 
Newell-Emmett, New York, is the 
agency. 


business news in the nation’s 
greatest industrial area 
=the Central West. 


i 
Chicago Bournal 
— of Commerce — 


further the family life movement.” 
Format will resemble that of| 
Woman’s Day, monthly magazine | 


|Company, Chicago, is the agency. |distributed through A&P stores | 


at its best 


offset PRINTING « 


Richness and softness in colors 
—clear, clean blacks and whites. 
That's RCS expert offset printing 
for you! 

STATE 5977 


RAPID COPY SERVICE 123 N. Wacker Drive, 


Chicago 6 


Che Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA 22 


wc, WFAA : KER 


In the Dallas area both population and buying- 
power are swinging into higher brackets. 


Circulation of The Dallas News has increased 


since 1940. 


33 1/37 


Many News advertisers report sales totals that 
are many times their 1939 or 1940 figures. 


Has your sales curve swung steeply upward? 
Could it swing higher if you could get production ? 


For up-and-coming sales mappers here is one of 
America’s finest opportunity markets. 


It's a new day in this Dallas-News-covered Won 


derland ot Texas. 
It's a market in 
quotas 2 & 0 


Sve Daves base 


be 


you can set new sales 
and make them. 
pape Me obec 
AN} ICA 
Ni APER 
N4 Al I IISING 
a RA 


A i 


which 
set them high . . 


John B. Woodward, Inc. 


Representatives 
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He advised that industrial com- 
/panies should employ news-trained 
photographers to handle their 
plant photography work. 


McDermott Sees 
Industrial News 


Wilson Names Agency 
Wilson & Co., Chicago, has 

|named the Los Angeles office of 

| Brisacher, Van Norden & Staff to 


Getting More Play — Mer Sak 


Cuicaco — “Crime stories will for all West Coast operations of 
soon exit from the spotlight of! the company. Current plans in- 
popular interest and the romance clude radio, newspapers, maga- 
of science and industry will sweep Zines and outdoor for Wilson’s 
onto the stage,” William F. Mc- Tender Made ham, Certified ba- 
Dermott, Chicago free lance|¢" Mor, B-V, Certified margar- 
writer of industrial stories, told a/| we, and deal dog food. 
group of midwestern public rela-| 
tions executives a” Gets Glove Account 

Mr. McDermott spoke at a re-| Superb Glove Company, Johns- 
cent one-day public relations con- | town, N. Y., has appointed Dor- 
ference, first of a series, sponsored | !@4, Inc., New York, to direct its 
jointly by Donald L. Campbell & | 2¢vertising. 
Associates, public relations firm; | 


| 
| 


| cartoon 


Form Dallas Agency 


Mr. and Mrs. R. W. (Mac) Mc- | 


Alister, owners of the Big Three 
advertising syndicates, 
Dallas, have formed McAlister 
Advertising Agency, with offices 
in the Amac building, Dallas. 
Stanley Lane, formerly general 
sales manager for the western 
half of the U. S. for the Big Three 
syndicates, comprising the R. W. 
McAlister Company, A & M Ad- 
vertising Company, and J. Reed 
King Syndicate, Inc., has been 
named executive director, and 
will handle public relations for 
the syndicates. 


‘Star’ Appoints Witmer 
The Star, Greenwood, Miss., 

has appointed Wallace Witmer 

Company as its national repre- 


| sentative, effective July 1. 
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ice, New Orleans, claim the issi\e 
was settled in an FTC action 1» 


” 1943. The firms reply that tie 
Film Producers | contracts apply to only a sme!]] 


’ # |percentage of the theaters in te 
| Deny Monopoly country. 


} 


| Wasuincton—Four major pro-| . indy od respect to the FTC asec e 
‘ducers and distributors of adver- | tion that advertisers must place 
e 


Four Advertising 


'tising films denied last week that | their business with one of the 
‘their exclusive contracts with im- | itms, or forego screen advert: 
‘portant theaters constitute an il- | "8: each firm replied that it now 
‘legal restraint of trade. _ books films by other producers 
| In general the four firms de- |i" theaters where it has screening 
‘nied that they are “giants” in | contracts, exclusive or otherwise. 
their field, or that the contracts | 


with local theaters constitute 4 Names Anson Reeder 
restraint on interstate commerce. | : 
Anson Reeder & Associates, Los 


The companies, Ray Bell Films, | 
a : | Angeles, has been named to han- 
| St. Poul; Alexander Film Com- | die the publicity and promotion 
| pany, Colorado Springs; United | of the World Inventors Exposi- 
Film Service, Kansas City, and| tion to be held at the Pan-Pacitic 
Motion Picture Advertising Serv-| Auditorium July 11-20. 


Newcomb & Sammons, manage- 
ment consultant, and the Medill | 
School of Journalism of North- | 
western University. 

American journalism is in a 
period of profound transition | 
toward more serious and impor- |} oe 
tant news, Mr. McDermott said. | 
“We will soon see the day,” he | 
predicted, “when newspaper | 
‘extras’ will be issued to describe 
a sensational new process of roll- | 
ing steel plate, or the perfecting 
of a new type of light, or the puri- 
fication of the air.” 


Berghoff Speaks 


Guy Berghoff, director of pub- 
lic relations of Pittsburgh Plate 
Glass Company, Pittsburgh, as- 
serted that employe publications 
“can become one of the most 
powerful weapons available to 
modern industry in combatting. 
the forces. that are constantly 
Waging war on both American la- 
bor and management.” 

He warned against underesti- 
mating the intelligence of the in- 
dustrial worker, “who wants to 
read true statements about wages, 
company profits, sales and assets 
rather than inane chitchat and 
shop gossip.” 

Stephen E. Korsen, New York, 
of the Borden Company public 
relations department, _— strongly 
urged complete frankness and 
simplicity in all communications 
with employes. 

Varn Whaley, picture editor, 
Chicago Herald-American, de- 
clared that about 90% of all in-| 
dustrial photographs he receives 
are good only for the wastebasket. 


DO YOU SUFFER FROM 


a 


If the results from your last mail 
campaign weren't up to par, you 
may be suffering from List-itis! 
The diagnosis of List-itis is list defi- 
ciency. The Causes: Use of lists too 
old, list maintenance, lists 
which are just names—but not buyers, 


neglected 
h 


}% tHe cure:” Berliner 
CUSTOM MADE LISTS 


because they are hand-tailored to your 
i! lual requirements will give you 
extra pulling power 
FREE 


Write today for our free survey | 


FIRST AID FOR DIRECT MAIL SELLING." 


J. J. BERLINER i 


212 FIFTH AVENUE, NEW YORK 10, N. Y 
Telephone: LExington 2-4745 
Offices in Philadelphia, Washington, D. C. 
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ABOUT AVIATION WEEK}. 


Question: What 


is AVIATION WEEK? 


Answer: AVIATION WEEK is a new aviation magazine, built upon the authoritative 


technical base of Aviation and the successful news base of Aviation News. It will tie 


together the research, design, engineering and production content of Aviation with the 


high-interest news presentation of Aviation News . . 


. and deliver them weekly in one 


compact editorial package. 


Question: Why AVIATION WEEK? 


Answer: Because aeronautical intelligence must be relayed rapidly, interpreted accu- 


rately ... 


so aviation men can act swiftly and with surety. Because no single aviation 


publication has heretofore provided publishing service of this kind . . . one which presents 


the continuing story 


of the industry's technical progress and its non-technical news . . . 


both .. . in their proper relationship. Because only weekly timing satisfies the publishing 


requirements of men in aviation. 


Question: |s AVIATION WEEK a combination of Aviation and Aviation News? 


Answer: While AVIATION WEEK incorporates Aviation and Aviation News, it is more 
than a simple combination of technical and news reporting. With greater editorial power, 
faster timing, important new and exclusive features, AVIATION WEEK is a new concept 


in aeronautical journalism. 
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National-Local 
Rate Beginning 
to Plague Radio 


Boston—The national and lo- pap ar- tae a 
cal rate problem—long the exclu- Bacon Appoints Two | 
sive if unwanted child of the! Prescott T. Lustig, formerly a| 
newspaper business—is now rear-| Chicago and Wisconsin newspa- 
ing its head in the radio busi-| perman, has been appointed man- | 
ness. ager of the Jacksonville, Fla., | 

While many stations have only. branch of Milton E. Bacon & As- | 
ne rate, Frank E. Pellegrin, di- | S°Cl@tes.. George R. Brunetti, 


rector of broadcast advertising for | president of Jacksonville College | 


: heaps |of Art, has bee d art di- 
ine National Association tl ceae. n named art di | 


Broadcasters, told a first district | | 


meeting here recently, some find | Gets Airlines Account 


it pong 4 to have two rates | Pacific Overseas: Airlines, On- | 
and even three. | tario, Cal., has placed its adver- 


As a partial solution to the) tising with Glasser-Gailey, Inc., 
problem, Mr. Pellegrin suggested | Los Angeles. 


| that radio stations adopt the ter-| 
/minology, “general” and “retail,” 
/in place of national and local. He 
‘also requested broadcasters 
|study the problem and send in| 


| their opinions and definitions. 
| 


| 
| 
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Lamont Boosts Three Urges Papers 


Lamont, Corliss & Co. has pro- 


moted Edward D. Lane, formerly | 7 
to|sales promotion manager, to sales | to Standardize 


manager. H. Kenneth Philips, 
who Sane to the company gp | Color Ad Rules 
sales assistant in 1926 and most) DaLLAS— The sooner 
i. =. ge gg gg pers standardize sizes for color 
named to the new post of mer-| Printing, the sooner they will get 
chandising manager, and G. Lloyd | color advertising from national 
King, for the past 36 years gen-/| advertisers, L. W. Thornton, 
eral sales manager, has been | pressroom foreman, Shreveport 
named director of sales. |Journal, told a recent advertising 
F |clinic here of the Southern News- 
Westinghouse Promotes |paper Publishers’ Association. 
William Dixon, formerly man- | 
ager of appliance sales of Ca- 
nadian Westinghouse Company, |tising in daily newspapers,” Mr. 
Hamilton, Ont., has been ap- | Thornton declared. “It is some- 
pointed manager of the appliance|,.. ; ee h 
division. C. H. MacBain, super- | thing that is already sold to the 
visor of appliance sales promo-| national advertiser, and he is only 
tion, succeeds Mr. Dixon. |waiting on the industry. to give 


Question: How will AVIATION WEEK report the technical progress of aviation? 


Answer: AVIATION WEEK will carry the 


month as Aviation now carries. But, through 


same quantity of technical information per 
broader editorial treatment and interpreta- 


tion, its technical material will have more significance for the men who make their living 


in aviation. 


Question: How will AVIATION WEEK report the news developments of aviation? 


Answer: AVIATION WEEK will retain the high-interest and timely news reporting of 


Aviation News. In addition, broader staff coverage of all developments, more pictures, 


and an extremely fast production schedule mean an even better treatment of the news 


of aviation. 


Question: 


Who will be the editors of AVIATION WEEK? 


Answer: AVIATION WEEK will be edited by the combined staffs of Aviation and 
Aviation News, the largest group of aviation specialists of any aeronautical magazine. 
At their disposal will be the services of McGraw-Hill’s famed Economics Staff, the 14 


McGraw-Hill domestic and foreign News Bureaus . . . plus more than 100 correspondents 


in every important news center of the world. 


Question: 


What about the circulation of AVIATION WEEK? 


Answer: The reader audiences of Aviation and Aviation News will be combined to 
form the circulation of AVIATION WEEK—a circulation which will be in keeping with 


established McGraw-Hill standards. 


The first issue of AVIATION WEEK? July 7, 1947 . 


. . and every Monday thereafter. © Type size (7x10) 


remains the same. The regular five (5) standard McGraw-Hill colors are available. Trim size will be 8, x 11'S, 
Plates for r.o.p. advertisements should be made to meet requirements of rotary printing. AVIATION WEEK 
will be mailed flat with Dick labels. Mailing date each Friday. On the reader's desks every Monday morning. 


Aviation Week 


INCORPORATING AVIATION “AND AVIATION 


McGRAW-HILL PUBLISHING CO., INC. * 
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WEST 42nv ST., NEW YORK 18. N.Y. 


newspa- | 


“The national advertiser is defi- | 
nitely interested in color adver- | 


29 


him enough newspapers that will 
take his ads to justify the ex- 
penditure of money for the mak- 
ing of plates and mats for the 
running of one, two and three- 
color ads. 

“One of the major obstacles 
|facing the national advertiser to- 
day is the fact that there has not 
been a standardization of ad sizes 
that will be accepted for color 
printing.” 

If the newspapers standardize 
their requirements for sizes of ads 
and on rates, Mr. Thornton said, 
“agencies can have their plates 
and mats made so that they may 
be placed in all newspapers ac- 
cepting color advertising, without 
having to go to the expense of 
| having the ad made to the various 
‘sizes required by the different 
| newspapers.” 


Drops Rainwear Account 


Chambers & Wiswell, Boston, 
has resigned the account of Ply- 
mouth Mfg. Company, Boston, 
rainwear manufacturer. 
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ELL) KIT 


0 


A constant reminder for your 
prospects . . a convenient 
premium for your customers... 
a useful prize for your workers. 
(Not a gift the receiver will 
throw away, because it's really 
useful and valuable to have 
around). They fit snugly in the 
palm of your hand — contain, 
within their tread-grip, hollow, 
red plastic handles, a gimlet 
. . . an instrument type and 
44” screw driver... a Phillips 
bit... tack lifter . . . knife 
blade . . . and a 3/16” chisel. 
Handle is rugged and durable 
. tools are of high-grade 
alloy steel. Kits are extremely 
useful for making emergency 
repairs in the office, home and 
on the farm, and are ideal for 
builders and hobby- 
Incidentally, at little 
extra cost, your own name or 


model 
crafters. 


trade mark may be stamped 
on the bright red handle 
Write for descriptive literature 
and prices. 

AN IDEAL GIFT, 
PREMIUM OR PRIZE 


Over 44 Years in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. Sox ELD 
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SUNDAY CIRCULATION NOW 1,242,266* 


The largest Sunday circulation in Journal-American history with more than a million, or 
80° of the total, concentrated in New York’s rich, metropolitan, city and suburban area. 
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In America’s most competitive newspaper field, 42 of every 100 people 


who buy a metropolitan New York evening newspaper choose the Journal- 
American. 


Just plain day-by-day demand has built Journal-American circulation to an 
all-time high. Just plain day-by-day demand has so widened the gap be- 
tween the Journal-American and the other evening papers that the ae 


American audience is now larger than that of its two nearest competitors 
combined. 


This new, increased leadership makes obsolete all previous yardsticks you 


may have used in placing advertising in New York. .Such unmatched pref- 
erence for one paper cannot be overlooked. 


As consumers become more selective’in their purchases, merchants and 
manufacturers must reach more consumers with their advertising. Here, 
are 705,156* family buying units, the largest single evening newspaper 
audience ever offered to a New York advertiser. 


* Publisher's Statement for Six Months Ended March 31, 1947 


Journal: American 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


“K 


| Lee 
y — Rk oT 0” _ 
Mounting Demand Has Built the Largest Evening 7 
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Of course she can’t. Neither can any other homemaker. 

But the latest issue of The Chicago TIMES Pantry Poll can— 
and does. It tells what types and amounts of more than 1,900 
brand-identified grocery and allied products are stocked in 400 


representative Chicago homes. 


ia 7 
Sag 
? 


Tbe 
“2 


Pantry Poll can present this brand-preference picture accu- 


rately because housewives are not asked to rely on their memories 


Stee 


for data. Instead, trained Northwestern University investigators 


visit 400 Pantry Poll Panel homes thrice yearly. They actually in- 
ventory every grocery and allied item on the shelves, in iceboxes, 


deep-freezers, and under the sink. 


This information, compiled in Pantry Poll, clearly indicates 


z changing brand-preference trends in Chicago. It assists grocery- 
MaMa rete aeay MEe 8 . . : i 
aS a4 products producers and advertisers in mapping sales strategies to 
a ae: ee meet current conditions. 


The April, 1947, Pantry Poll is just off the press. If you are 
affiliated with the foods industry, take advantage of its help. Copies 


are available without charge from Pantry Poll, The Chicago 
TIMES, Chicago 6, IIl. 


THE *% TIMES 
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YOU OUGHT TO KNOW . - 


A Sie 


lhe Creative Mons Corner 


This might be called, ‘““‘What a difference 
a year makes.” In Life for May 20, 1946, 
Borden tentatively announced that its 
new instant coffee “makes as many cups 
as a pound of ground coffee.” In Life for 
May 198, 1947, Borden throws caution to 
the winds and blithely announces that a 
jar “gives more cups of wonderful coffee 
than a full pound of ground coffee.” 

Funny how a story improves with age. 


3. Thriftier, wate Because Borden's s is espe- 
cially concentrated pure coffee, one regular jar gives 
more Cups of wonderful coffee than a full pound of 
sround coffee. You see; Borden has a scie 
of getting far more trom 


7 re s no waste 
to Borden's = xactly what you need — no 
lefeover coffee co throw away. 


YOU CANT FIND ANOTHER, 
COFFEE THAT GIVES YOU 

SO MUCH! BE BRIGHT... 
SERVE BORDENS MORNING, 
NOON AND NIGHT / 


@ tHe eondtn co hej ty 


And that’s some improvement, too, be- 
cause in the opinion of this corner, the 
Borden instant coffee advertising has been 
so far and away superior to the advertis- 
ing of all other instant coffees that a run- 
ner-up doesn’t even come to mind. It’s 
been bright, intelligent and full of facts. 

It’s still amazing, of course, how the 
same jar of coffee produces more cups in 
1947 than it did in 1946. 


= 
aw 


ae 
borden’s today. 


any instant 
why we can 
ft remember— 
Afferent types 
“cafe” type, 
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You Ought to Know . 


Gilbert Powderly Farrar, 
country’s most notable _ typographic 
consultants, is the first printer in 300 
years of Farrar family history. He comes 
from a long line of professional men, 
chiefly doctors, law- 
yers and_= engineers. 
And the printing in- 
dustry almost lost him 
to the ministry about 
the time he got his 
journeyman’s card. 

This wizard of 
makeup left school in : 
the sixth grade to be- ‘4 


one of the 


come an_ apprentice 
printer. Five years 
later when he had 
won his card as a 
ourneyman, his family thought the ob- 
treperous youth had gone far enough, 
ind did its best to induce him to study 
or the ministry. He made his own de- 
ision, moved to Scranton, Pa., where he 
vent to work for the International Cor- 
espondence Schools. He continued 
‘udying type and how to use it. Soon 
€ was proposing changes, with the in- 
vitable result that he was named de- 
sner of printing for the school. He 
anged the style of ICS type and wrote 
xt-books on printing and advertising 
hich are still in use. 
Farrar later entered advertising work, 
consulting typographer, at the same 
e lecturing on advertising at New 
rk University, where he taught from 
‘17 to 1927. During this period he 
ved many type problems for manufac- 
ers and advertisers and in the process, 


Gilbert Farrar 


e eo Gilbert Farrar 


slowly formulated his theories for mod- 
ern newspapers. 

Farrar completed his pioneering 
studies in revolutionizing newspaper 
makeup and sent his general ideas to 75 
American publishers. First to hire him 
to streamline its product was the Los 
Angeles Times. The response was so 
favorable that since that year of 1936, he 
has spent his entire time developing new 
and exciting forms for approximately 50 
leading newspapers in the United States. 
He says his work is so exciting that only 
horse racing and dog racing afford 
enough stimulus for the brief interludes 
he allows himself for amusement. 

After accepting an assignment, Farrar 
studies the city to decide what he can do. 
Then he places his proposed changes in 
summary form before the publisher and 
if his ideas are accepted, he works 
through the plant, conferring with edi- 
torial, advertising and mechanical de- 
partments, explaining his ideas, so that 
the change-over comes smoothly and 
without friction. 

Each job is tailor-made to fit the cir- 
cumstances. He explains that his ideas 
are all based on known truths. He 
recommends fewer type faces, saying, 
“Whenever you change from one type 
face to another, you call the reader’s at- 
tention to the type rather than to the 
content.” He avoids tricky makeup, tak- 
ing the modern theater motif of stark, 
simple settings so that the thought can 
be emphasized. 

He advocates 
rather than 
ages carry-overs into the 


putting news in blocks, 
long columns, and discour- 
back pages. No 


similar heads are placed together in his 
streamlined papers. “Your groceryman 
would not put all his red cans in one 
place and his blue cans in another,” is 
his comment. 

Casualness, too, is one of Farrar’s pet 
theories. “Our clothing, our ways of 
life, are far more comfortable and casual 
today than they were a generation ago,” 
he says. 

The reasons he advances for restyling 
a paper are “just common sense.” His 
aim is to make the newspaper give the 
illusion of more for the money. His 
changes, he says, insure the average 
reader seeing more with less effort, and 
also prevent advertisers from blacking 
out the news content of a paper. He is 
always pleased when the redesigning 
causes comment—any comment. 

Among the papers he has streamlined 
are the Indianapolis News, Chicago, Sun, 
Minneapolis Star and Tribune, Atlanta 
Journal, Atlanta Constitution, Hollywood 
Citizen-News, Salt Lake Tribune-Tele- 
gram, Seattle Star, Oregon Journal, Fort 
Worth Star-Telegram, Corpus Christi 
Caller and Times, Worcester Telegram, 
Fort Wayne Journal-Gazette, Brooklyn 
Eagle, Nassau Review Star, Jersey Jour- 
nal, Vancouver Sun, Halifax Chronicle 
and many others. 

Type salesmen used to complain that 
Farrar was upsetting their business. One 
company even went so far as to run an 
advertisement in one of the trade maga- 
zines, advising newspaper publishers and 
advertisers to stop paying money for 
services that they could have free of 
charge from the type salesmen. Within 


/ he ( a ~ Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


MAKING IT EASY FOR THE CUSTOMER TO REMIT 


One of the hurdles every mail order 
man faces is to make it easy for the cus- 
tomer to remit. 

Some people will not send cash through 
the mails except by registered mail. And 
as it is not always convenient for the 
customer to go to the post office to reg- 
ister a letter or purchase a money order, 


a few months, demands on Farrar’s time 
more than doubled and he had trouble 
staying within six months of his commit- 
ments. The relationship has changed 
with the years, however, and many of 
his rush orders are completed with the 
same expedition that is given govern- 
ment orders. 

These days most of Farrar’s home life 
is spent in hotels. With their three chil- 
dren well launched into careers of their 
own, Mr. and Mrs. Farrar usually drive 
in their 1942 Lincoln from one job to the 
next, Mrs. Farrar doing the driving. In Jf 
June of this year he finished restyling 
the Seattle Star, then drove to Portland, 7 
Ore., for a week’s try at the dog races. 
While there, he was prevailed upon to be 
one of the guest speakers at the annual 
convention of the Oregon Newspaper 
Publishers Association in La Grande 
where, as the world’s only consulting 
typographer, he explained to the Oregon 
publishers and editors the reasons for 
restyling a newspaper and the “tools” of 
his trade. 

Farrar has reached the top of the lad- 
der in his chosen field and his enthusi- 
asm is commensurate with his success. 
He pronounces his name with a short 
‘‘a” sound for the vowel, placing the ac- 
cent on the first syllable—FAR’rar—and 
has coined a word to cover his activities. 
When a paper has been restyled and 
streamlined by Farrar, he says it is a 
“Farrar-nized newspaper.” 

If you have difficulty pronouncing his 
name the way he does, just say, “Meet 
Mr. Type!” 


workers who usually have checking ac- 
counts, you can step up remittances by 
enclosing a blank check properly filled 
out so all the customer has to do is write 
in the name and address of his bank, date 
the check and sign his name. 

Here is how the Illinois Commercial 


Men’s Association makes it easy for its 
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the customer often delays ordering. prospects to remit. Note the detailed in- 
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ally forgets to go to the post office o1 for his records Thi blank check en- 
misplaces the order blank. losed in all membership solicitations has 
That is why it usually pays to follow greatly increased the percentage of ord- 


up customers or prospects 
repeating the same ofler. 
If you are 
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whnite ( yllar 


circularizing 
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Specific Requests 
Asked on Sample 
Census Reports 


reau has’ revealed tnat 
will be no general mailing of the 
population, housing and labor 
force data which will become 
available next month as a result 


‘Promotes Falcon Camera 


Marshfield Company, Chicago, 


|/premium house and mail order 


advertiser, ran a ‘400-line an-}| 


Brush Promotes 
New Recorder 


nouncement in The American) ; 
| Weekly June 22 on a new Falcon and Transcriber 


WasHINGTON—The Census Bu-| 


there | 


of a special sample census of 35) 
|camera again if the initial test is 


major metropolitan areas. 

The Census Bureau notified its 
mailing list that “in the interest 
of economy” releases for various 
areas or for various parts of the 
study will be provided only to 
those filing specific requests by 
July 10. 

The reports, containing some of 
the most important marketing in- 
formation since the 1940 popula- 
tion study (AA, June 23), will be 
issued separately for each metro- 
politan district. These areas con- 
tain 42,000,000 persons, a third of 
the national population. 


Subjects Kept Separate 


There will be three separate re- 
ports for each district, one de- 
voted to housing; a second to pop- 
ulation, and a third to labor force 
characteristics. 

Interested firms and individuals 
are asked to check which of the 
three series they need and to spe- 
cify the areas. 

Areas covered 
are: 

Akron; 
Easton, Pa.; Atlanta; 
Birmingham; Boston; Chicago; 
Columbus; Dallas; Denver; De- 
troit; Los Angeles; Lowell-Law- 
rence-Haverhill, Mass.; Memphis; 
Minneapolis-St. Paul; Newark and 
northeastern New Jersey; New 
Haven; New Orleans; New York; 


Baltimore; 


Norfolk-Portsmouth-Newport) 
News, Va.; Portland, Ore.; Phila- 


delphia; Pittsburgh; Rochester; 


Salt Lake City; Seattle; St. Louis; | 
| 
} 


Washington, D. C.; Worcester, | 


Scranton-Wilkes-Barre, Pa.; San 
Antonio-Oakland; Toledo; Tulsa; 


Mass., and Youngstown, O. 


Four Appoint Dothe 
Lester J. Dothe, formerly with 


South Dailies, Mississippi Dailies 
and Southwest Dailies, publishers’ 
representatives. Mr. Dothe is 
located in Chicago. 


BANK CLEARINGS UP 
ALMOST 3 TIMES 
NATIONAL AVERAGE! 


During 1946, Winston-Salem’s 
Bank Clearings added up to 
$1,118,696,000.00,—on increase 
of 35°, over the previous year! 
Up to February, 1947, the in- 
crease was 45°/,! These are 
powerful selling points when 
you consider that the national 
average increase over the pre- 
vious year, was only 14%. 


To tap this financial reservoir 
in Winston-Salem, place your 
advertising in the Journal and 
Sentinel . . . the newspaper 
which saturates U.S.’ 100th 
Market in the South’s Number 
1 State—a “must” for adver- 
tisers with something to sell! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representative: 


KELLY-SMITH COMPANY 


Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 


in the survey | 


Allentown-Bethlehem- | 


: F | 
Lorenzen & Thompson, publishers’ | 
representative, has become associ- | 
ated with Arkansas Dailies, Mid- | 


Syncro-Flash camera, made by) 
Spencer Company, Chicago. The 
coupon ad offered the camera with 
new synchronized flash attach- 
ment and “free” carrying case for 
$6.95, including tax and postage. 
Marshfield, with exclusive mail 


order rights, will advertise the| Producing the Mail-A-Voice and | 


successful. W. W. Garrison & Co. 
is the agency. 


Simmonds Names Ellis 


Ellis Advertising Company, 
Buffalo, has been appointed to 
handle the advertising of Sim- 
monds Upholstering Company of 
New England, Lawrence, Mass. 


Handler Joins Agency 


Sidney Handler, recently sep- 
arated from the Army, has been 
named an account executive of 
Byrde, Richard & Pound Adver- 
tising Agency, New York. 


= 


CLEVELAND—To boost two of 
its popular developments, the 
|Brush Development Company, 
| Cleveland, is using Time for the 
greater portion of a campaign for 
|a magnetic recording division, 


| the Soundmirror. 

| The Mail-A-Voice, distributed 
| through office supply and_ sta- 
_tionery stores, is a complete dic- 
'tation and transcription instru- 
ment which records on inex- 
pensive discs. The discs, which 
can be erased and used repeat- 
edly, can be folded and mailed for 
about the same postage cost as a 
normal business letter. 
play back on any Mail-A-Voice 
instrument. 


ciples, the Soundmirror employs 
/a magnetic ribbon which can re- 
‘cord a continuous half-hour re- 


They will 


7 ; : ray. 
Using magnetic recording prin- 


cording from any radio. A re- 
corder for commercial use prob- 
ably will be available in about 
two months. While the present 
Soundmirror is sold through de- 
partment stores and radio stores, 
the commercial product will be 


available exclusively under the| 
4 | sales office, has been appointed io 


Brush name through radio parts 
jobbers. To promote the new re- 
corder, copy will be placed in 
|trade and technical publications. 

Advertising for Brush Devel- 
opment Company is handled by 
the Cleveland office of McCann- 
Erickson. 


| 
| 


Joins Duffy & Fabry 

George R. Koebel, formerly 
| with Klau-Van Pietersom-Dunlap 
| Associates, Milwaukee, has joined 
| Duffy & Fabry, Milwaukee, as ac- 
,;count executive. 


_Jelke Names Thorson 


Lane W. Thorson, formerly with 
Young & Rubicam, Chicago, has 
been named marketing research 
director of John F. Jelke Com- 
pany, Chicago food processor. 


| 


| 
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Carnegie-Illinois Ups 2 
John R. Johnston, sales ma) - 
ager in the Milwaukee district 
fice, has been named _ assista: 
general sales manager of Car- 
negie-Illinois Steel Corporation. 
Charles E. McIntyre, assistant 
manager of the Detroit district 


ae 


succeed Mr. Johnston in Mil- 


waukee. 


New Portable Radio Bows 


Sentinel Radio Corporation. 
Evanston, IIl., recently ran its first 
consumer ad, a four-color page in 
The Saturday Evening Post, on its 
new Treasure Chest portable 
radio. The set operates electric- 
ally or on batteries. Bleed ads 
will run in Liberty and Woman's 
Home Companion next month. 
W. W. Garrison & Co., Chicago, 
handles the account. 


Lever Cuts Prices 

Lever Bros. Company, Cam- 
bridge, Mass., cut prices on its 
soap products 5% June 18. The 
company had previously reduced 
prices on its major soap products 
10% April 23. 
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Batt Heads Group 
to Management 
Forum in Sweden 


New YorK—A group of 51 in- | 
lustrialists, management experts | 
and government officials from the | 
United States and Canada, headed | 
by William L. Batt, president of | 
SKF Industries, has arrived in 
Stockholm via the Swedish- 
American liner Drottningholm as | 
delegates to the eighth Interna- | 
tional Management Congress July | 
3-8. The congress is the first to | 
be held since 1938, and expects | 
to include 1,000 representatives | 
from 13 countries, all delegates of | 
business groups or industrial or- | 
ganizations. 

Mr. Batt was wartime vice- 
chairman of WPB and is presi- 
dent of the International Commit- 
tee of Scientific Management, | 
sponsor of the congress. 

In the group are members of 
the Commerce and Industry Com- 
mittee for U. S. A. participation 


SWEDEN BOUND—Five members of a group of 51 U. S. representatives to 
International Management Conference at Stockholm July 3-8 are shown aboard 


the Swedish-American liner Drottningholm. 

president, SKF Industries, Philadelphia; Thomas Roy Jones, president, ATF, Inc., 

Elizabeth, N. J.; Holgar Johnson, president, Institute of Life Insurance, New 

York; Alvin E. Dodd, American Management Association, New York, and Charles 
H. Hatch, consulting management engineer, Rock Hill, Md. 


Left to right: William L. Batt, 


| Association; Edward J. Hardin, 
vice-president, Retail Credit Com- 
pany; Thomas Roy Jones, presi- 
dent of ATF, Inc.; and Eleanor G. 
| McClatchy, president of the Mc- 
Clatchy Newspapers and Mc- 
|Clatchy Broadcasting Company, 
| Sacramento. 

Traveling separately from the 
first group of 51 are 24 other U. S. 
delegates, including Lewis H. 
Brown, board chairman of Johns- 
Manville Corporation; Glenville 
Holden, vice-president of Sylvania 
Products; and Arthur C. Nielsen, 
president of A. C. Nielsen Com- 
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Mr. Batt will deliver the opening 
address. 

Most American delegates will 
visit England and western Europe 
during their stay abroad. 


‘Mactadden Wholesaler’ 
Wins 3rd Straight Poll 


A Circulation Management poll 
taken among all independent 
news wholesalers in the U. S. and 
Canada to determine the most 
popular publisher and national 
distributor house organ has netted 
Macfadden Wholesaler its third 


| straight win. The ‘Macfadden 


magazine, published by Macfad- 
den Publications under the direc- 


| Major objectives of the con-|tion of Vice-President and Circu- 
gress are to exchange manage-| lation Director S. O. Shapiro and 


/ment ideas and experience, to ap- 


praise the progress made in man-| 


,;agement fields in business, gov- 


‘organ was The Curtis Line. 


| Circulation Manager Sol Himmel- 


man, is a black-and-white tabloid. 
The next most popular house 


ernment, agriculture and _ the| Others, in order, were S-M News, 


home since the last meeting in 


1938, to assay the most promising 


}in the congress, headed by Holgar | ing organization, the National directions for further develop- 


Johnson, president of the In-/| Management Council. Other dele- ment of management techniques 


stitute of Life Insurance, and gates 


include Alvin 


E. Dodd, and to discuss ways of allaying 


delegates from the U. S. sponsor-' president, American Management management-labor differences. 


Cis 


Yes, 3,000,000. Three million. Husbands and wives 
heads of families — 3,000,000 of them — with good 
incomes — pore over Better Homes & Gardens for the 


help it gives them in living better in a better home. 
(Cover to cover, ads and all.) 


It’s 100% service that screens out casual readers, and 
gives you this active homemaking market that spends 
billions every year. 


ulation Over 


That’s too big a market for you to miss. May we tell 


you how BH&G is 100% service for you, too? 


Mths lint Sore Mayas 


|Fawcett Distributor, ICC Circu- 


| lator, Kable News, Independent 
|News, and Publisher Distributor. 
| Editor of the Macfadden Whole- 
'saler is Doris G. Frazer, assisted 
by Bob Gilleran of the Macfadden 
circulation department. 


a ¢ 


‘Dealer’ Made Survey 


Electrical Dealer, Chicago, has 
published its second. annual, ..ex- 
tensive survey of appliance selling 
in Kalamazoo County, Mich., 
showing changes in dealerships, 
percentage of sales by various 
types of dealers, potential volume 
for 1947, ete. In reporting the 
survey last : week, ADVERTISING 
AGE erroneously credited the sur- 
vey to another publication. 


Lucy Joins Elliot-Daly 
Richard Lucy, formerly art di- 
rector of Hastings, men’s clothier, 
has been named production man- 
| ager in the San Francisco office of 
| Elliot-Daly Company. ‘ 


Sears Opens New Office 
Sears, Roebuck & Co. has 
opened a Vancouver mail order 
| office at 521 W. Pender St. 


LITHOGR APHERS, 
PRINTERS 


400 N. HOMAN AVE. © CHICAGO 24, ILL. 


VAN BUREN 8790-1-2 
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THIS MAN ‘‘FOR HIRE’’ 
if 


you are an agency principal 
seeking an account executive 
who can do a down to earth 
advertising job in all media 
for industrial or consumer 
clients; 


if 


you are a publisher needing 
an experienced promotion 
man to do a worthwhile job 
for your publication; 


an adver- 
will tear 
problems 
the right 


if 


your company needs 
tising manager who 
into its advertising 
and come up with 
answers; 


then... 


the 34 year old man running this ad 
can qualify for your opening. Now 
employed as agency account execu- 
tive; but it's time to move upward 
. ain. Present salary $7500. Box 6750, 

VERTISING AGE, 330 W. 42nd St., 
foe York 18, New ‘York. 


ADVERTISING 
MANAGER WANTED 


Opening for man with ideas, cre- 
ative ability and thorough knowl- 
edge of advertising and marketing 
to take over advertising and sales 
promotion department and coor- 
dinate agency efforts. Must be 
thoroughly capable of creating 
and producing folders, bulletins, 
sales letters, and all kinds of sales 
promotion material. Address BOX 
6751, ADVERTISING AGE, 100 E. 
Ohio Street, Chicago II, Illinois. 


Merchandise Presentation 
Display Specialist 


We're looking for a man who has diversi- 
fied experience in displaying merchandise 
for both windows and interiors. 

He may have been employed by a De- 
partment Store, Chain organization, or 
Advertising Agency. He must be able to 
create own ideas; art background helpful, 
but not essential. This is a chance of a 
life-time for a top-flight man to broaden 
his field and become affiliated with a 
progressive organization, located in Phila- 
delphia, Pa. specializing in display aids 
for chain store, dealer and distributor 
organizations of a national scale. Write 
resume of background, experience and 
personal data; send photo if available. 
Our staff knows of this ad. 


Box 6745, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


RATES: 60¢ Bec: tine. miaimure clip $5- Cash with order. Figure bold face heads (maximum two lines) 


ble 


HELP WANTED _—_s||_—_ HELP WANTED 


ADVERTISING & PUBLISHING EDITOR AND WRITER 
ALL TYPES OF POSITIONS Sxceptional opportunity for young 
Placements anywhere in the man experienced in writing and ed- | 

United States 


iting to become identified with 
GEORGE WILLIAMS—Personnel | jarge, established Chicago food | 
209 S, State St., Har, 2063, Chicago | manufacturer of nationally-adver- | 


A metropolitan newspaper has an 
opening on its retail sales staff for 
a man to handle men’s wear adver- | 


| tised brands. 
| ity in analyzing, organizing, and 
writing eventually leading to head- 
ing department 


‘A 3 up issuing several 
tising. Experience in selling men’s company house organs. Hard work, 
wear or newspaper advertising de-| prains, personality and willingness 
sirable. Write fully including sal-| to start conservatively and demon- 
ary desired to: , : | strate your worth are requisites. 
Box 9012, ADVERTISING AGE _ | The man selected will find congenial 
330 Ww. 42nd St., New York 18, N. -Y. co-workers and many unusual in- 
‘La ||| surance and profit-sharing benefits 
FRED Be MASTERSON available after first six months. 
Advertising & Publishing Write fully giving experience, ref- 
Personnel erences, starting salary expected, 
Placements of all types with leading | o¢¢ Zoom 1928, 333 N. Michigan 
organizations Ave. Cc hicago. : 


185 N. Wabash Ave., Chicago 


- LETTERER- _DESIGNER 
Industrial Editor—Wwant TOP-NOTCH MAN-EXP. in creating 
to tie in with an outfit layouts for Window and Counter 
that’s on its way up! Display Cards for Silk Screen and 
Another key position is open in to-| Litho Reproductions. Location in 
day's fastest growing industrial| philadelphia, Penna. Our staff knows 
publication—for a high class, able| of this ad 
young editor, not afraid to assume 


Box 9020, ADVERTISING AGE 


responsibility. The work is rugged| 339 w. 42nd St., New York 18, N. Y. 
right now; but there'll be compen- ae hail ial 
sating rewards later. Railroad or WANTED 

heavy industry background desir-|'premium salesmen to big advertis- 
able; but initiative and imagination| jng agencies and manufacturers. 
will make up for lack of experience. 


Exclusive line of new novelties and 
jewelry. Commission Basis. Write 


in detail. 

Box 9021, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING , ARTIST, for aggres- 
sive, young agency with unusually 
successful record. We need a versa- 


Box 9013, ADVERTISING AGE 
100 E. Ohio St., C hicago- 11, Il. 


Advertising copy writer—industrial 
—for house organ—catalog and 
magazine advg. College graduate. 
Under 35 years. Give full particu- 
lars and salary expected. Splendid 
opportunity for good man.~ 


& hunting within 10 minutes drive 
ployer and Employee. from studio. 


Position calls for abil- | 


If this sounds good to| 


| 


| 


| 


NO NAME NEEDED—Examples of newspaper ads, 


benches all bearing the 


"Guess where I've been" 


24-sheets and courtesy 
slogan which the California 


bakery is y ts featuring in all media—without other copy or signature. 


‘Guess Where I've 
Been’ Is All There 
ls to Bakery Copy 


Los ANGELES—The movie col- 
ony doesn’t have an _ iron-clad | 


monopoly on all the smart new | 18% 


promotion ideas here. 

This has been demonstrated be- | 
fore. Van de Kamp’s Holland 
Dutch Bakeries proved it previ- 


|ously and has proved it again— 


| 


J — tile finish man and encourage crea- | 

Box 9014, ADVERTISING AGE tive ability. Ours isa relaxed, friend- | 

100 E. Ohio St., Chicago 11, Til. ly atmosphere where every imagin- | 

— ~ ~~~ | able type of account (including na- 

ADV ERTISING «& PU BL ISHING tional tek is prepared. Small, 

| Recognized Personnel Service. Op- | central Wisconsin City, no hub-bub 

erating nationally since 1914. Con-j| or confusion, but excellent fishing | 

| fidential intermediary. Both to Em- | 


| 
i « 
| 
HM 


Smaller Agencies 
Can Now Easily Afford 


TOP-FLIGHT COPY HELP 


To solicit a new account or freshen up an) 


old one, you may need a top-flight copy 
chief's work but may not be able to afford | 
his full time. Here's the way to pay only for | 
special copy jobs (complete with artist's 
visuals) and get the best, without assuming 
the responsibility of a 5-figure salary. Write: 
Box 6730, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, ILLINOIS 


| 55 EB. 


SHAY AGENCIES you, drop us a letter along with 
30 W. Washington St., Chicago 3 samples and tell ALL about your- 
ee een self including starting salary re- 


Midwest University offers good sal- | 


quirements, 
ary and future for college 


confidence. 


All replies treated in 


man with |} Samples returned. Write | 


varied advertising experience. Stim- | Blaine Williams, Advertising Art- 
| ulating contacts, interesting activi-| ists, Stevens Point, Wisconsin. 
ties. Start September. Write: | - - - 
Box 9015, ADVERTISING AGE PRINTING SALESMEN 
100 E. . Ohio St., Chicago 11, Il. One of Ohio’s leading (Letterpress) 
- -- ——-—- — = Printing Houses is desirous of ob- 
A SHARP GAL 


services of one or 


ae the two 


Who knows her way around an ad- men experienced in the Graphic Arts | 
vertising agency will find a big op- business to contact present accounts 
portunity as sec’y and general as- | and >. Path new business. Write 
sistant to busy agency head in small, | #!Ving full particulars, age, experi- 
rapidly growing agency. Knowledge | &™¢e, and compensation desired, 


automobile is essential. 


of the graphic arts helpful. Box 9024. ADVERTISING 


Capable 
of handling loads of detail. 


Top sal- AGE 


ary with solid future. Please write 100 E. Ohio St., Chicago 11, Ill. 
fully. 7" Ee 

Box 9016, ADVERTISING AGE ___ POSITIONS WANTED 

100 E. Ohio St., Chicago 11, Ill. MAD ABOUT 


ADVERTISING! 


- | Versatile young woman, 7 yrs. va 
“AY ENU E FOR ADV ERTISING” 


adv. 


AVENUE 


Hard hitting Eastern space selling 
Washington, Chgro.,. 


organization (Est. 1937) will con- 
sider consumer or trade publication 
having sound potentialities on com- 


AND. 1490 


COPY WRITER 


| Wanted by medium size Chicago| Mission basis. 
agency to help busy copy chief. Ex- Box 9009, ADVERTISING AGE 
| perience in consumer package goods | 330 W. 42nd St., New York 18, N. Y. 
desirable. Write full details. : = : 
Box 9017, ADVERTISING AGE MISCELLANEOUS 
100 E, Ohio St., Chicago 11, Il. 


PUBLISHER’S 
REPRESENTATIVE 
Now selling space by car in Hl., Wis., 
Mo., Mich. Eighteen years’ experience in 
Mid-west on only four books. RESULTS 
COUNT! 

Do you want intelligent, 
ing that brings billing? Let's discuss it. 
BOX 6747, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


aggressive sell- 


Opportunity for 
Copy-Contact Executive 


Leading advertising ag 


ency seeks high caliber 
thoroughly experienced man Must he fluent 
writer of strong selling copy —unde and meé 
chandisir and prot Ww e 1 detail 
Our aff knows about this advertisement 
BOX 6748, ADVERTISING AGE 
100 E. Ohio Street, Chicago i!, Illinois 


ADVERTISING SALESMEN 


Wanted by large national organization 
for business magazine Beginners con- 
sidered Salary plus commission and 
bonuses. Willing to travel if necessary 


Send resume including age, education, ex- 
perience and salary desired to 

Box 6752. ADVERTISING AGE 
330 W. 42nd St., New York 18 N. Y. 


TERRITORIES OPEN 
THROUGHOUT THE U, 8, 


c ONTAC 1, EXECUTIVE 


| with an advertising theme as sim- 


ple as a salutation. The 127-store 


|bakery chain has taken up the 
| query, 
jand built it 


“Guess where I’ve been?” 
into the brightest, 


| 


| 


| 


most successful drive this area. 


|has seen in some time. 
On a hundred 24-sheet posters, 


on street-corner “courtesy ) 
| benches,” in car cards, newspaper | 
,ads, radio spots and otherwise, 


An 


| 


| : or publ. business for ees 
Account Executive .......... $10,000 copy or edit. work. Chicago only. 

| Advertising Manager ....... 9,000 Box 9023, ADVERTISING AGE 
FOOG Copywriters isis secs 8,000 100 E, Ohio St., Chicago 11, Il. 

| Adv. Director—Foods ....... 10,000 

Junior Copywriters (10)..... OPEN REPRESEN NTATIV ES AVAILABL E 


| Van de Kamp’s has asked its teas- 
ing question since the campaign 
broke two months ago. 


Name Played Down 


The advertisements show noth- 
ing more than “Guess where I’ve 
| been?” and an eye-catcher illus- 


ried professional exp. wants to learn | tration of a shopper with a couple 


of sacks or packages of bread and 
bakery goods. The only showing 
of Van de Kamp’s name is its reg- 
ular small signature on some 
packages. The chain’s windmill 


|trademark is shown in the back- 
| ground. 


Some of the best publicity has | 


}come from Los Angeles school | 


| children, 


Cloth signs for outdoor use and in- 

Medium size Chicago agency seeks] terior banners printed in as many 
services of well grounded advertis-| colors as your client desires on 
ing man to join its staff as account| rayon or fiberglass material. Write 
executive. We want a man who is| for complete details. 
able to turn leads into business and | Box 9011, ADVERTISING AGE 
soundly serve advertisers in terms | 100 E. Ohio St., Chicago RA, 2Ei. 
of our well-developed methods. We fim : | 
don’t want a beginner, yet we're not; ADVE RTISING NOVELTY line}! 
interested in locating a man with| wanted for Southern Florida or all 
yusiness in his pocket. Write full} of State. Specialized salesmen under 
details. Give references. All appli-| experienced guidance. Established 
cations will be kept strictly confi- | Contacts. 
dential. Box 9010, ADVERTISING AGE 

Box 9018, ADVERTISING AGE | 330 W. 42nd St., New York 18, N. Y. 


100 E. Ohio St., Chicago 11, Ill. 


Aévertiatng manager wanted—two- 
fisted seller—Experienced 


pic- 
for rent- 


Sono-V ision 16 mm. motion 
ture projector, available 


as space-| al in Chicago area, at $50 a week. 
salesman in building supplies & Write Sales Aid Films, 833 Ham- 
building maintenance fields. High lin St., Evanston, Ill. 


earning 


possibilities. 
building 


National CCA 
trade paper. Preferably NEWSPAPER FOR SALE 


acquainted with mid-west. Draw-| County Seat Prize Weekly, 50 miles 
ing against commission. se plenty | from NYC grossing $85,000. Excel- 
“frank.’ lent opportunity for expansion. 

Box 9019, ADVERTISING AGE Box 9022, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y.| 330 W. 42nd St., New York 18, N. Y. 


OPPORTUNITY 
FOR TOPNOTCH SALES EXECUTIVE 


If your qualifications fit—or come close—to these requirements, there's a 
really big opportunity for you to supervise the New York sales staff of an 
AAA-| manufacturer with plants and offices from coast to coast. 

You should be between 35-45, well-educated, personable and experienced in 
selling ideas as well as products. It will be helpful if your background in- 
cludes advertising, merchandising, wholesale and chain sales distribution 
experience 


You must be able to set example of good selling right in the field and be 
an able administrator, as well. 


SALARY, $15,000 PER YEAR 
with a potential of from $20,000 to $25,000 within a few years. 


Full particulars, including age, education and former connections essential 
prior to interview. All replies confidential. 


Write Box 6749, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


jhas supplanted 


| all 


| 


whom have gone overboard for | 


“Guess where I’ve been?” pins for 
their sweaters, belts, caps and 
shirts. 

With many people the question 
propounded in Van de Kamp’s ads 
“What d’ya 
know?” as a salutation. 

The campaign after two months 
shows no sign yet of losing its 
wide reception and will be con- 
tinued through the summer at 
least. Van de Kamp’s will put 
up new posters with the teaser in 
July and August, and is now add- 
ing “Guess where I’ve been?” to 
its bread wrappers. 

The bakery chain, which did a 
$10,000,000 volume last year, spe- 
cializes in 
products. Its outdoor signs dur- 
ing the war, urging purchase of 


war bonds and showing Uncle 
Sam beating down, first Musso- 
lini, then Hitler and Tojo, won 


national repute. 


Duthie Promoted 


Westinghouse Electric Corpora- 


tion, Pittsburgh, has promoted 
R. D. Duthie to assistant to the 
vice-president, to head the com- 


pany’s chain store activities. Mr. 
Duthie succeeds A. J. Bronold, 
who has been transferred to the 
B. F. Sturtevant division, Boston, 
as general agency and contractor 
manager. Mr. Duthie joined West- 
inghouse in 1930 in the merchan- 
dising division. 


FCC Finds Nets 
and AM Stations 
Employ 35,000 


WASHINGTON—A new FCC re- 
porting form revealed last week 
that seven networks and 924 
standard broadcast stations em- 
ployed 34,831 persons during the 
first week in February 1947, an 
increase over 29,405 em- 
| ployes of nine networks and 876 
stations reporting in October 1945. 

While figures were not always 
comparable because of the change 
in procedure, FCC found 24,513 
employes, excluding executive, 
supervisory and non-staff, averag- 
ing $61 weekly, as against an 
average of $58 for 26,151 com- 
parable employes in 1945. 

In 1947, the total of 30,100 staff 
employes was scheduled to re- 
ceive an average of about $71.50 


weekly, while the 4,731 “non- 
staff” program employes aver- 
aged $51.50 weekly. Non-super- 


visory staff program employes of 
networks and stations were 
scheduled to receive average 
weekly compensation of about $63 
and similar technical employes 
$64. 

On the other hand, non-super- 
visory commercial employes aver- 
aged $91.50, and clerical work- 
ers at the other extreme, $37.60 
The 5,587 executives and super- 
visors averaged $116 weekly. 


Cream Wipt Sponsors 
Slogan Contest 


Golden Brand Food Products 
|Company, Philadelphia, is sched- 


tens of thousands of uling insertions of 300-1,000 lines 


in the Philadelphia Bulletin; daily 
spots on KYW, and a quarter- 
hour weekly on WIBG to promote 
a slogan contest offering a 194i 
Chevrolet as grand prize and fou! 
other prizes. Contestants must 
write slogans in 10 words or less 
about Cream Wipt salad dressing, 


| with each entry accompanied by : 


|Cream Wipt 


fine quality bakery | 


label or facsimile 

Other prizes are a Bendix wash- 
ing machine, an RCA radio, set o! 
International silverware, and 4 
dozen pairs of nylon stockings 
The contest closes Aug. 16. Seber- 
hagen, Inc., Philadelphia, is ‘he 
agency. 


Form Paul Wing Studios 


Paul Wing Studios, advertising 
photographer, has been formec a! 
480 Lexington Ave., New York, 
with the following officers: Presi- 
dent, Tom Stamp, recently with 
the Barry Stevens organizai.o! 
and previous to Navy serv :ce 
with Compton Advertising; vi ¢- 
president and _ treasurer, F.u 
Wing, recently with the Baumun- 
Greene Studio, and secretary, \ ic- 
tor Backer, for three years wt! 
Bauman-Greene. 


Lever Transfers Rider 

Dr. Theodore H. Rider, tec! \!- 
cal director of the Pepsodent |'- 
vision of Lever Brothers Comp 


in Chicago for the past 10 ye s, 


has been appointed associate |i- 
rector of research of Leer 
Brothers Company, Cambricé 


Mass. 
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* | Valerie Jean Date 
Shop Does Better 
Off Highway 99 


THERMAL, CaL.—When it. comes 
to selling tools, as between mail 
order advertising and a major 
highway, R. C. Nicoll here will 


5 of Thermal in ads aimed at tour- | 
ists in such magazines as Desert Reynolds b Bgeney Oe ta 
Magazine, Pacific Pathways and | agency, has moved to 145 Yonge 

' re. Westways. 'St., Toronto. 

week Used Old Customers’ Names 

= He also used direct mail, send-_ 

: the ing literature stressing the pic- 

© os turesque, low altitude of this area 

teks and the high quality of his unique | 

1 876 foods—date nut rolls, date butter-_ 

1945 and-honey, desert candy and the 

iain like. First names on the mailing 

sesame list were those of customers who 

14 =f had bought from him in the Indio 

ive store. 

erag- As his volume increased, addi- 

+t ape tional magazines have been used 

potion and the mailings have reached 
greater and greater numbers. The 

) staf products, too, have increased in| 

ak number. The latest is Date Crum- 

$71.50 bles, eaten either as a cereal, as 

- el a candy or in cakes and desserts. | 

soe The Valerie Jean (the name is 

mttrell Mr. Nicoll’s daughter’s) business 

7 of volume now runs about $250,000. 

fie a year. The advertising budget | 

ferage each year is “on a scientific basis” 

i $63 averaging 10% of the preceding 

loyes year’s sales. Mr. Nicoll admits 

= this may have to be increased 
muper- when business conditions “level | 
hel Associated Advertising Agency, | 
$37.60 Los Angeles, handles the account. | 

aside | 
super- fe 

y. Gaines Offers Premiums | 
to Sales Representatives | 

& Along with order sheets, Gen- | 
eral Foods Corporation, New| 
York, is distributing to all sales | 

oducts personnel and special salesmen of | 

sched- Gaines dog food products pre- 

) lines mium books describing almost 

+ daily everything from a penknife to a 

iarter- refrigerator. Salesmen will earn 

-omote points toward premiums based on 

1 1947 the quantity of dog food sold. The 

d fou! deal will last for a four-week 

must period, ending in late July. 

or less aS) 

eesing Appoints Dudley A.M. 

<i le R. Earll Dudley, formerly with 

"aeesh- Doremus & Co., has been ap- 

pee of pointed advertising manager of 

Bore Wilbur & Williams Company, 

cking Boston, and its associated com- 

Sel ~ panies—Wilbur & Williams Paint 

is the Corporation and W & W Auto Fin- 

‘ ishes, Inc. 

dios 
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take the former. He has tried 
both. 

Mr. Nicoll owns the Valerie 
Jean Date Shops here. He first 
did business in a store on U. S. 
Highway 99, in nearby Indio. In- 
dio is 110 feet below sea level. 


| Tappan Boosts Sharp 


Tappan Stove Company, Mans- 
| field, O., has promoted D. S. Sharp 
from assistant sales manager to 
| sales manager. Mr. Sharp joined 
|/Tappan in July, 1936, and until 
| 1942 was its southern Ohio sales 
representative. After service with 
the Quartermaster Corps, he 
| joined the company in 1944 as di- 
|rector of retail sales training and 
was named assistant sales man- 
ager in September, 1945. 


Andrews Joins Kauffeld 


Elmer F. Andrews, formerly 
president of his own industrial re- 
|lations consulting organization, 
has joined T. J. Kauffeld Associ- 
ates, New York industrial man- 
agement and research firm, as di- 
rector of public and _ industrial 
relations. He was the first ad- 


WNBC’s Volume 
Gains 10% in Year 


New YorK—Total time income 
for Station WNBC has increased 
110% over the 1946 figure, James 
'M. Gaines, manager of the key 
|station of the NBC network, said 
in commenting on a report re- 
leased following WNBC’s first 
year of operation on an autono- 
mous basis. 

Sponsors added during this pe- 
riod include the Metropolitan Life | 
‘Insurance Company, Trans World | 


grams (local and network) show 
a 54% increase in listenership. 


Gets One; Drops Two 


Norman Malone & Associates, 


| Akron, has been named to handle | 
the advertising of Brown Graves | 


'Lumber Company, Akron. The 
|} agency has resigned the accounts 


|.of Topping Models, Akron, air- 


| ericksburg Art Pottery Company, 
Fredericksburg, O., ceramics. 

| . Ae 
Weiss Rejoins Grey 


E. B. Weiss, formerly merchan- 


plane models and parts, and Fred- | 


| Airline, Gulf Oil Corporation,|dising consultant to a group of 
|The Mennen Company, Manufac- | 
‘turers Trust Company, Gallow-| 

‘hur Chemical Corporation (for | A8ency, New York, 


|of merchandising. 


He resigned 
Skol) and F. G. Vogt & Sons (for | g 


ew York advertising agencies, |* 
rejoined Grey Advertising | 
as director | 
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from an’ executive. -posttien. with 
Grey in 1941. 


THE SPORTING GOODS 


DEALE 


ST. LOUIS 3, MO. . 


a 


GREATEST PAID 
CIRCULATION 


But it was left “high and dry” tal 
when U. S. 99 was moved away. | Ministrator of the federal Wage- 
Hour Law, and a former indus- 


After this bad luck, Mr. Nicoll | trial commissioner for New York 
tried using mail order. He em-'| state. 


phasized the “low and dry” locale | 


| Thrivo dog food). All have bought | 
‘time on the early morning Bob 
|Smith broadcast. 

Comparisons based on Hooper | 
reports show that WNBC’s audi- 
‘ence has increased 100% before 
(10 a.m. and 40% between 12 and | 
|2 p.m., Mr. Gaines said. The new | 


;Saturday morning children’s pro- 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


"CHURCH PROPERTY (Am 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 
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Fishing for profits getting tougher? Then maybe it’s time 
to forget the mythical “national” market—and focus on the 
local markets that produce your easiest, most profitable sales. 


Take the timely topic of travel—California vacations, for 
instance. Ponder the difference in cost-per-sale between the 
10 states (all but Illinois west of the Mississippi) that con- . 
tribute two-thirds of all California’s motoring visitors—and 
the 38 other states, not one of which produces even 3% of 
the total. 


With almost any product, you'll find markets differing 


widely, But with newspaper advertising you can exploit the 
differences—trim your costs with controlled concentration on 
the markets where sales come easiest. 

Through the Bureau of Advertising’s business analysis 
staff, the newspaper industry offers you today a host of local 
facts to help make your advertising and marketing more eco- 


of A C000CsM IG 


nomical, Why not phone or write about it—today? 
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Major Networks 
Are Filling Gaps — 
on Fall Programs 


Advertising Age, June 30, 194" 1 lvertis 


Mete 
New 
Utili 


|the Manhattan Soap Company, | 
which pays the check for ‘“‘Katie’s | 
Daughter,” an. across-the-board | 
15-minute morning drama. Duane | 
Jones Company is the agency. 

At this writing Columbia still | 
has three hours and 25 minutes | 
of night time for sale. Of this | 
at least one half hour is said to be} 
practically sold. 


| 
| 


. Evening vacancies on CBS: 
One Evening Spot ‘Sunday 10:30-11 (being bid on Fin 
Left at NBC; ABC now); Tuesday _ 9:30-10:30; 
Davtime All Sold (‘Wednesday 10:30-11 (time for- Dut 
aytime ° 'merly bought. by the Parker Pen of 
1 | Company for “Information 
New YorK—Despite fears along | Please”); Saturday 8-8:55, 9-9:30. 
Radio Row that the broadcasting; Advertisers in the market for DETR« 
industry _was in for a marked | broadcast time may have their ad vere 
slump this year, a study of fall| choice of six daylight hours at Penn P 
schedules for the major net-|Columbia. Available: Monday was ele 
works (as set through June 23) | through Friday 10-10:30 and lic Util 
indicates that business will be no|3:30-4 (the latter segment is —_ . 
worse—and may be some better, | practically sold); Saturday 10- ho l 
depending on future sales in the 10:30; Sunday 2-2:30. The Sun- Othe! 
ample time remaining until fall— day half hour will be sold only Herber 
than in 1946. — if the sponsor* will “carry the) set a 
: ; 5 
SE oma nae ae Cais | ere news review. now aired AT WKMH FORUM—Merchants of Dearborn, Mich., heard these specialists at a forum held by Station WKMH. Left to Kentuc 
: » CAP y 8TOss on a sustaining basis. | right: Walter Patterson, commercial manager of the station; Henry Ford Il; Fred A. Knorr, general manager, WKMH; Clyde ice=-pr 
time sales to be off about $1,000,- In the last two months CBS | Bedell, Clyde Bedell, Inc., Park Ridge, Ill.; Lee Hart, National Association of Broadcasters, and Harry Miller, president pe" 
000. ; | sold: Campbell Soup Company, | Dearborn Chamber of Commerce. — see 
Bing a National | nightly 15-minute show and dally | = she 
roadcasting Company has only | 30-minute quiz; Coca-Cola Com- | : . |be selected by the research com- ‘ 
ane half our of shoice evening pany, two bait hour evening WC Lite Using —|Nof Interested 9 ™=. ~— 
a oeaaieda ie & Poggi + cuaasien be sevarmencrny rysler Bete go yteree l Pr om oti on Pj ece | _ In a press conference follow- ing m 
American Broadcasting Company, & Guaee Gednios Comanee ‘cae T l] A P lg B ; H me Sey sileue de eae, “i — 
“ ~ cage. ri- 
pone ron — ee in| daytime 30-minute segments, and tO e d lans An uying ooper, partite group were skirted by na 
with ihe aning ae Wdbe Gale eee cere Bon ha be" CHicaco—U-C Lite Mfg. Com- Hugh Feltis, BMB president, who service 
poration’s Bing Crosby show 4 5 rd le ccm hereon ti ym | pany is using a single promotion | BMB Board § said there are sufficient funds to of the 
Ie ees an cae a Pg | roe -min scast in Sep-| piece to merchandise its advertis- ays operate on a skeleton crew until study 
out on availed! ember. ’ |ing program to its own salesmen, the new plan—presumably to be of the 
able day time. Since January, CBS has signed Pe , ° ‘ modeled on that used by Bure: “ ; 
Working hard to recover losses kl tat totali 15 to distributors and to retailers. Tripartite Group J ureau the uti 
a : o roadcas easureme , 
suffered when three high- reseed Bagot y ae a povstenn pore de U-C Lite’s advertising of Big . f Broadcast M ; nt in only 1 
gumered when three igh-oriced hours and 45, minutes against @/peam portale electric hand Gets Go-ahead Signal Cenadi-can be put into efecto m 
% Ts : é amps consists o ree to six- ‘ . Feltis : 
oe glia ng Pe pes ree | ae leaving the network 8 hours ich, cne-cclaien ads bimenthiy on Long-Range Plan hed stated that BMRB’s current x 
ad teh lncky Biztke MU Pa-| — in American Exporter, Country) New Yorx—The board of di- | °vVeNU®s Would be exhausted by 
rade switched to NBC—Columbia | ABC Fills Day Schedule Gentleman, Field & Stream,| rectors of the Broadcast Measure- ee : ’ as 
Broadcasting System has picked| ABC, which has scored a day- | Hardware Age, Industrial Mainte-| ment Bureau has authorized its’ Nor did Mr. Feltis make a defi- All. 
9.250 time sellout thanks to such smart |”@nce, Institutions, Modern Rail- | tar a « ..|nite commitment on when the vanies 
= ” at gp Pcoage gen merchandising as the Paul White- | 70ads, National Safety News, Pop- Kine pe posers a _— next study will or will not be aivi j 
in new business during May and sane pene een ecordea\ular Science, The Siausden aaa, work on a plan to establish the held. It was pointed out simply rb 
June. Sales officials now report ; | tal Meek Memtinn Ceade Theat organization on a _ permanent) that “plans for a 1948 study are see 
that time sales for night for fali|/show, designed to appeal t0 ‘lis-| © 10. Ut” crunter displave. news. | ee ned win a a 
ray slightly below the level for age aPypunihdies ‘of $12,000,- seek ae Gitatiias ove sce. At the same time, the board has long range plan are developed.” ne tl 
this time last year, while the day-| in Secumse ecto (gross’ time | vided for dealers. flatly rejected C. E. Hooper’s pro- ‘The inference was that BMB will Mf * 
time picture is a bit brighter Sd, siaas tae bn 2 a To permit an économical (one that BMB enter the program submit to the wishes of National st 
than it was then. hay Nearly half of Ps ‘2 — | effective method of telling its pe ae ee _— ei stern Association of Broadcasters, which ‘sti 
Mutual Sells Co-op Shows —_| tributed by the National Biscuit vertising story, the company has|~ ‘iq; Heoper’s reaction te the h2s asked that Study No. 2 be de- B's y 
Fall plans are more in the form-|Company, (McCann - Erickson) ; | “buttoned up’ the entire PrO- | BMB move was to issue a direct Ne ee sae report 
ative stage at Mutual Broadcast- | Nestle’s Milk Products, (Compton sram in a self-mailing” broad-| challenge and a warning that it Financing Not Determined publie 
ing System, which has been con-| Advertising); R. J. Reynolds To-_ side which shows the various ads | can expect competition from him Asked to explain how BMB will came 
centrating on the promotion of|bacco (William Esty Company) ee ebetees comment in station coverage measurement. be financed on a permanent basis, functic 
“Kate Smith Speaks”—more than | and Wesson Oil & Snowdrift areal oreo ot Nas never reprints of |... Simple technique is being Mr. Feltis said: “All decisions of par 
250 sponsors already are . buying (Kenyon & Eckhardt). es canes te ie a |perfected to produce listener cov- here were unanimous. A_ long ment ¢ 
this vr show—and the Martin An ABC network : mar igen -corad pM lamps. etc 8 erage measurements by counties | range plan is the thing everybody progre 
Block disc jockey program. ; estimates, on the basis of exist-| ne ae” he ceed by U-C Lite | 224 cities which are of a higher | wants. Heretofore they (broad- Feat 
Seven hours are open on NBC’s|ing business and business booked | PI pen ‘ Pera ihe " \standard and more economical | casters, agencies and advertisers) conves 
daytime schedule. They are: be fall, that gross billings for | “- of Piet” sales- than BMB,” Mr. Hooper said. Ihave found the money to do the sions 
Sunday 5-6 p.m.; Monday through | 1947 will be 6 to 7% ahead of | aan an y jarge dealer organi-| «We had already informed ‘things they wanted to do.” uring 
Friday 10:15-10:30; Monday and/ 1946. Gross billings for the on ie eieathidee Hasabeals " BMB’s technical committee that) After the details of the new of the 
Wednesday 11-11:30; Saturday, | five months of 1947 are ap see) a g poration here |we could make it available for) plan have been formulated by rector: 
10-10:30 a.m., 11:30-12 noon,| mately the same as those for last! andles the account. the 1948 study, if it had been au-| RMB committees it will be sub- the Cc 
and 3-5:45 p.m. Only vacancy on | year—$17,598,000. i eeceracaae re thorized. We expect this one sur-| mitted to the NAB board by a of Nev 
NBC’s night program results from| Six and one-half night hours Boosts Alberta Industry vey to produce the material for spieial MAN conatities aopaiated , 
the cancellation of the Victor | still to be sold on ABC: Monday| the pepartment of Economic) both ‘coverage’ and area (project-| for that purpose. Implementation ie 
Borge show by Socony-Vacuum | 8:15-8:30, 9-10, 10:15 - 10:30; | Affairs, Province of Alberta, is|able) ratings for the price of one.| then will await the final decision Saic 
Oil Company, (Compton Adver-|Tuesday 8:15-8:30, 9:30-10:30) planning a campaign designed to| Individual stations or groups of of BMB’s own board of directors and p 
tising). “Dr. I. Q.,” a Mars, Inc.| (the latter only to advertiser who | attract industry to the province,|stations covering common coun-| BMB expects to be operatin: ern Th 
broadcast. moved into that slot| will sponsor the Boston Sym-j|covering the months of Septem-| ties will shortly be able to secure kre ‘ pany, 
: | bh - Wed d 8:15-9:| ber-December, 1947, and March- | J er under the revised _ procedur merch 
from the Monday segment. A| phony); eanesday &: ly The dri : |them through us, thus avoiding within a few weeks. Meanwhil a 
network official characterizes the| Thursday 8:30-9, 9:30-10:30; Sat-|June, 1948. The drive, directed | ties n 


situation as “about an hour bet- 
ter than it was at this time last 
year.” 

Noteworthy programs added to 
NBC’s list of commercial broad- 


urday 7:30-8:30; Sunday 7:30-8. 

Still open on Mutual’s schedule 
,are 13% day hours and 9% night 
|hours. Sale of the one-hour daily 
'Martin Block show is expected 
soon by officials. Sales executives 


| 


'by the Edmonton office of Harold | Coverage vacuum until 1949." 


| F. Stanfield Ltd., will use business 
| papers in the United States, Can- 


ada and England, newspaper copy | 


in Alberta and poster showings in 
eight industrial centers of eastern 
Canada. 


“The simple technique” re- 
‘ferred to in Mr. Hooper’s state- 
ment is “a new method now be- 
ing perfected,” a Hooper spokes- 
man said, but no more details 


analytical work on Study No. | 
will continue. Subscriptions to 
Study No. 2—approximately 15) 
were on hand at the last count- 
are being held in abeyance unt! 
future plans are more definitely 


sons V 
applia 


——_ 


casts since January include the were forthcoming. tlined 
H Tob f t to indicate the exact eae a ag 
it Parade (American obacco preter not to inaica aoe ; ’ . 
pric ( . ti 4 ont vailabl — ° Hooper Criticizes BMB Two new members—J ose} 
Company) through Foote, Cone & | time segments available. Association Plans Movie Allen, vice-president of Bristo!- Af 
Belding, the Rexall Drug show! Daily breakdown on evening Challenge Cream & Butter As- Mr. Hooper continued: “The wyers Company and Leonar! 
through N. W. Ayer & Son, and|time vacancies is as follows: Sun- sociation is producing a 16 mm. most valid criticism of BMB’s Bush, treasurer of Compton A Owne 
Eversharp’s quiz through Biow day, 30 minutes; _Monday, one motion picture through Raphael 1946 survey is that it used the vertising—were named to the e> 
Company—all of which moved hour; Tuesday, 15 minutes;|G, Wolff Studios, Hollywood, de-|lowest standard of measurement ecutive committee. All officer 
over from Columbia—and Adam | Wednesday, two hours; Thursday,| scribing the growth of the asso-|ever applied in all advertising. with Harold J. Ryan of the Fo 
Hat Stores “Big Break,” (Biow two hours; Friday, 1% hours; Sat-| ciation through the need of its|The converse is an accurate de- Industry Company Toledo 
Company). Gross time costs for| urday, two hours. members for protection of crop|scription of the program ratings chairman. were re-elected : 
each of these 30-minute spots is Seven hours of new business = mag hae ene will be| we are furnishing. No subscriber ‘hs aa? 
approximately $600,000. have been sold by Mutual this potted singe ge be P -wong — would consider the substitution of Fost A nts C 
. r . . - re j > aSsocic . Oss . 
era ' year. The biggest time chunk cover Advertising “T yg ike BMB for Hooper standards a * OSter ppoints Cory 
NBC Lists Many Newcomers ands hil; har gg . sawyer Advertising, LOS Angeles, aa a ” W. R. T. Cory has been aq} 
went to Philip Morris & Co., is the agency progressive step. inted T to offi 
Other noteworthy newcomers through Cecil & Presbrey, sponsor — " While declaring itself unwilling ana oie A eiede 
to NBC this year: Swift & Co., of 15 minutes of “Heart’s Desire” | > i to undertake program measure- Agarnicc Tid ’ , 
: ord Appoints Barlow ag Agencies Ltd. 
sponsor of “Adventures of Archie and “Queen for a Day,’ Monday “tee oe ; ‘ ment at this time, BMB did, how- immith : 
; ‘9 , | i shits arlow Advertising Agency ; 
Andrews through J. Walter through Friday. eee & * ever, decide to evaluate its own : 
oe ; ‘a aes ‘ fuct fe, Syracuse, has been appointed to PAogpircar ins ‘ Leaves Sani-Wax Post 
Thompson Company; Minnesota Gross billings for the first five |} aie the advertising of Iv » and other radio research, with a ee ee aie 
icMiee Canninn Cuennane tadiee | mentee of 1007 wore $6.961908 asi the advertising of Ivon R. Sh O0h wintbe én tok stinened. Gon Lois Upshaw has resigned 
Valles eres ste ae eee |e woe i on imc, mcwonougn, M, 2.|.? yearly to be allocated for! advertising manager of Sani-Wa 
of the Fred Waring show on Fri- compared with $11,454,179 for the maker of Ford _ factory - built this purpose. This two-year study Company, Dallas, to do free-lan: 


days (Leo Burnett Company) and 


same period of 1946 


homes. 


will be made by a university to 


copywriting. 
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Advertising Age, June 30, 1947 


Metcalfe Named 
New President of 
Utility Ad Group 


Find Many New 
Duties Demanded 
of Ad Department 


DetTrRoITt — Harold S. Metcalfe, 
advertising manager of the West 
Penn Power Company, Pittsburgh, 
was elected president of the Pub- 
lic Utilities Advertising Associa- 
tion at its 26th annual convention 
here June 20. 

Other officers named include 
Herbert Briggs Jr., advertising 
manager, Philadelphia Company, 
lst vice-president; F. I. Fairman, 
Kentucky Utilities Company, 2nd 
vice-president; William B. Haw- 
son, advertising manager, Brook- 
lyn Union Gas Company, 3rd vice- 
president; Ray Garvin, Monon- 
gahela Power Company, secre- 
tary, and Mead Schenk, advertis- 
ing manager, Interstate Power | 
Company, Dubuque, treasurer. | 

Robb Winsborough, advertising | 
manager of the Middle West | 
Service Company and chairman) 
of the committee appointed to 
study the organizational position 
of the advertising department in 
the utility company, reported that 
only 12% of the utility advertis- | 
ing managers who responded to a | 
questionnaire are dissatisfied with | 
the position of their departments. 


Most in Executive Level 


All of the 12% are with com- 
panies in which the advertising 
division is a part of the commer-_ 
cial department without a direct | 
voice at the staff level. The) 
source of irritation obviously was | 
the lack of access to the exec- | 
utive. In general, however, the | 
respondents tended to defend and | 
justify the status quo. 

It was found, Mr. Winsborough 
reported, that as advertising and 
public relations departments be- 
came more independent, their | 
functions increased, to the point | 
of participating in labor-manage- | 
ment conferences and in personnel | 
programs. 

Featured at the first day of the 
convention were “Hell-Box Ses- 
sions” with Charles J. Allen, re- 


uring president and now member | 


of the association’s board of di- 
rectors, and Henry Obermeyer of 
the Consolidated Edison Company 
of New York as moderators. 


Many Topics Discussed 


Said K. J. Haines, advertising 
and publicity manager of North- 
ern Indiana Public Service Com- 
pany, at the session on electrical 
merchandise advertising: ‘“Utili- 


es must discover the basic rea-_ 


sons why women like to have new 
appliances. Prewar ads with a 


ic 
organs, pr : 
ast longer! wee wi 


MUL 
ie ENDURE = 


319 W. 9th St 
KANSAS CITY 6, MO 


licity should not only report to | 


|picture of the appliance, trade | cited the experiences of the Union | 


name and price are not good | 
enough to do today’s selling job.” 

Speaking on publicity, Sam 
Schwieger of the Southwestern | 


,Gas & Electric Company asserted | 
|that since it is impossible to = 


a company with poor policies 
through good publicity, the per- | 


sons charged with company pub- | 


| 
top management, they should have | 


a firm voice in formation of com- | 
pany policy. 

George G. Hanel stirred up a 
minor hornets’ nest with his con- 
tention that reports for employes 
must be simplified, since the ma- 
jority of employes will not read 
a regular stockholders’ report, 
and wouldn’t understand it if 
they did. Mr. Hanel produced 
photostats of both stockholders’ 
and employes’ reports issued by 
his own company (Connecticut 
Light & Power), to illustrate his 
contention that two distinct re- 
ports are necessary. 

In rebuttal to Mr. Hanel, adver- 


tising manager Walter G. Heren 


Electric Company of Missouri, St. 
Louis, with both combination and 
separate reports. He proposed a 
single report slanted toward em- 
ployes, and insisted that the stock- | 
holders preferred this to a more | 


complicated _ statistical analysis. | 


Shows Community Campaign 


J. R. Pershall, head of the Chi- 
cago agency bearing his name, 
showed the hell-box session on. 
community development adver- | 
tising and publicity the campaign | 
his organization prepared for 
utility companies in northern Illi- | 
nois, boosting that portion of the | 
state. 


be of greatest help to top man- 
agement, Lee H. Hill, publisher of 
Electrical World, discussed meth- 


program in the utility company. 


Following the theme of Elon | 
Borton’s pre-luncheon speech on | 


how the advertising manager can | 


| 
| 


ods of attaining good employe re- | 
lations, and how the advertising | 
manager can assist that type of | 


“Product” Displays 


Sales-compelling is the word for this high 
quality point-of-sale piece designed to display 
the actual product. Detail embossed — air 
brush colored. Made of durable thermoplastic 
with wood base in natural grain finish. Special 
theft-proof feature holds product securely in 
place. Size 12% x 14. 


K-C-S also offers a complete line of 
outstanding dealer and point-of- 
sale displays in thermoplastic, wood 
and molded plastic — all created 
and produced under one roof. Your 


inquiry is invited. 


~KIRBY-COGESHALL-STEINAU CO. 


_ JACKSON at EAST CLYBOURN- MILWAUKEE 2, WIS. 
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Here’s your answer 


625,000 Chicago 


area housewives will read your 


advertising messages in the Downtown Shopping 


This wanted on- 
cago market wrapped up in one package—it dom- 


News. They live in the higher bracket rental areas 
of the city and suburbs—and from an income stand- 
point they are “better able to buy” your products 
too, based on recent impartial surveys. 


But here’s the important thing—they want the 
Downtown Shopping News—they read it regularly 
—and the whole 625,000 get it delivered twice a 
week right at their doors. 


the-door circulation is your Chi- 


io Spi 


39 South State Street 


ppin 


inates the whole Chicago pantry area—and it’s vours 
for a milline rate of $1.20. 


Write today for details of the Shopping News 
Hand-Tailored Merchandising and Advertising 
Plan now being used successfully by other impor- 
tant national advertisers. 


National Representatives 


JAMES A. COVENEY CO. 


NEW YORK CHICAGO 
501 Fifth Ave., Zone 17 39 S. State St., Zone 3 
Phone Murray Hill 2-8404 Phone Franklin 8619 


BOSTON ST. LOUIS 
89 Broad St., Rm. 515 316 N. 8th St., Zone 1 
Phone Liberty 4160 Phone Chestnut 2400 
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From Comic Strip Sketch 
courtesy King Features Syn- 
statuette 


emerged 
lovable Jiggs. 


SF Adclub Refuses 
fo Let Its Course 
Take a Back Seat 


AA Story Develops 
a Slow Burn When 
It Hits West Coast 


San Francisco—The San Fran- 
cisco Advertising Club is mighty 
proud of its advertising course, 
so when Frank Chapman of Shell 
Oil Company, president of the ad- 
club, read an item in the May 19 
issue about the course given in 
Washington by Clyde Bedell, he 
went into a slow burn. 

“The AA story,’ Mr. Chapman 
says, reported this was “ ‘the first 
presentation of a _ revolutionary 
kind of course in creative adver- 
tising .. .’ and ‘this is said to be 
the first time a professional train- 
ing course in advertising creation 
has ever been prepared in lecture 
form by one authority for deliv- 
ery by a group of prominent lo- 
cal ad people.’ 

“If these ‘firsts’ are intended 
to apply outside of Washington, 
D. C., then AA readers should be | 
reminded of the Golden Gate Col- 
lege School of Advertising which 
we sponsor. This school, taught | 
by and for advertising profession- 
als, has been presenting ‘a revo- | 
lutionary kind of course’ since | 
1940.” 


Unusual Copy Course 


“For some courses,’ Mr. Chap- 
man said, “the lecture material, 
prepared by one authority, will 
be delivered by several. But our 
usual procedure is to call in spe- 
cialists to teach the subject or 
phase of a subject they know best. 
They prepare their own mate- 
rial.” 

Mr. Chapman described the 
course in advanced copy writing, 
added to the curriculum last fall, 
as .“revolutionary on several 
counts.” Harrison T. McClung, 
vice-president in charge of West 
Coast creative production for J. 
Walter Thompson Company, is 
directing the course this semes- 
ter. Gordon Steedman, JWT sen- 
ior copy group head, and Rene 
Weaver, JWT senior art director, 
assist Mr. McClung. Students in 
the class are advertising man- 


| completing development of an en- | 


. Advertising Age, June 30, 1947 
agers and copywriters of manu-| 
facturing and retail concerns, ac- | 
count executives and copywriters 
of agencies, editors and media 
promotion people. 


|four courses. 

| Active in the origin, planning 
and development of the Golden 
|Gate College School of Advertis- 
|ing have been Harrison Davis, 
Fielder, Sorensen & Davis, transit 
| advertising; Julian Randolph, ad- 
| vertising and research consultant: 
|Florence Gardner, executive dj- 
rector of the San Francisco ad- 
\club; Charles W. Collier, manag- 
ing director of the Advertising 
Association of the West; Lois In- 
galls, advertising manager of The 
| White House department store. 
and officials of the San Francisco 


SERIOUS BUSINESS—Gordon Steedman and Harrison T. McClung of J. Walter bang Of, BRIANNE Fiewee -Cratie- 
Thompson's San Francisco creative department lend attentive ears as colleague | i , 2 

Rene Weaver, senior art director, explains a layout detail to students in the | Cyril Wright, new chairman of 
advanced copy writing course of San Francisco adclub's School of Advertising, the adclub’s School of Advertis- 
The students are Cecil Kahmann, assistant advertising manager, Roma Wine Co.; ing advisory committee, has an- 
John Connor, copywriter, Young & Rubicam (holding a copy of AA which we | nounced that plans for the addi- 
hope he didn't acquire solely for picture-taking purposes), and Phyllis Wein- | tion of new courses are now be- 

berger, copywriter, H. C. Capwell's department store. |ing developed. 


Do Complete Campaign 


Members of the class are now 


tire campaign for a mythical lug- | 
gage company. Ideas, copy and| 
layouts are as carefully and ruth- | 
lessly considered as if they had | 
been developed within the agency, 
according to Mr. McClung. gg <— 

Last semester the advanced | - _ - . 
copy writing course was con- 
ducted by Herbert K. Reynolds, | 
vice-president and resident man- 
ager of Foote, Cone & Belding. At | 
that time the class created a cam-_| 
paign for Hexol, an FCB account. | 

The course is limited each sem- | 
ester to 50 students. Only pro- 


fessionals are admitted. They | ee ar ae 

must submit samples of their work | other courses—general advertis- who are taking the courses to| Red Rock Names Agency 

and go through a careful screen- | ing, advertising campaigns and|broaden their understanding of | Red Rock Bottling Company 

ing by a special entrance com-| media, advertising production—j|the field. During the present) poston. has appointed Ford 

mittee. beginners in advertising are al-|semester, 270 students and 95 in-| Nichols & Todd, Boston, as its ad- 
unsel. 


In the School of Advertising’s | lowed to enroll with professionals structors are participating in the| vertising co 


Shi} - Vier ‘ 


2. MRS. BELDEN knows what children 


like! A college graduate, she is a devotee of 


4 


3. GROCERIES are delivered to the door 


1. LUCKY KIDS, the Beldens, with both 

bike and pony! No wonder they love the fam- 
ily farm. Four generations of Beldens have 
enjoyed the comforts of this fine old home. 


and the Beldens need plenty. For their hos- 
good food prepared with the help of her —— home is a frequent gathering place for 


pressure cooker and zero freezer. riends and neighbors. 


med © K.F.S. 


Skill at carving, economy 

of mold making, and ingen-. 
uity in reproduction add 

up to Multi's specialized 
ability to ‘do a job" on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 


~~ 


7. INDIANS A-PLENTY were here when 
the Hatfield Congregational Church was 
founded in 1670. Today attractive Mrs. 
Belden is Sunday Schoo! Superintendent. 


8. LOTS OF ACTIVITY goes on at the Hat- 
field Town Hall, including weekly square 
dances. Fun? Life is filled with fun for these 
farm youngsters. 


9....AND FOR PARENTS, too. Moder! 
farming has brought new leisure, new-foun’ 
time for social and political activities, a whole 
new outlook. 
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Self-Developer 
Camera Heading 
for Big Volume 


NEWTON, Mass.— Within two 
months, Speed-O-Matic Corpora- 
tion will reach a 100,000-a-month 
output of its new on-the-spot pic- 
ture-developing camera, initial 
sales of which have proved “de- 
lightful,” Bertram Holz, president, 
has revealed. 

Mr. Holz said the company has 
$4,000,000 in orders from chain 
department stores for the camera. 
It retails for $12.95 plus $1 for 
film paper and chemicals. The 
camera uses film paper that can 
be developed on the scene within 
a few minutes, without negatives. 

First sales were through Gim- 
bel’s in New York and in Boston 
stores. Mr. Holz said that al- 
though some department stores in 
a few cities have exclusive rights 
at present, sales will follow the 
Boston plan in the future so that 
all retailers can handle the new 


camera. 

“We are working on models 
that are still faster than this one,” 
Mr. Holz declared, ‘and we don’t 
believe that this is the last word 
in cameras. But it is as good if 
not better than cameras selling 
for the same price, and it will 
sound the death knell of roll-film 
cameras. 

“We’ve taken popular photog- 
raphy out of the dark room and 
probably out of the dark ages. 
Now it can really be popular.” 


WILX Bows in July 


Station WILX, North Wilkes- 
boro, N. C., a new station affili- 
ated with the Mutual Broadcast- 
ing System, will begin operation 
on 1450 ke. with a power of 250 
watts, unlimited time, about 
July 1. 


Names Weiss & Geller 


Weiss & Geller, New York, has 
been appointed to handle adver- 
tising of Hughes Productions and 
California Pictures Corporation, 
both Howard Hughes enterprises. 


PPA Elects Chalmers 


Floyd S. Chalmers, executive 
vice-president of Maclean-Hunter 
Publishing Company, Toronto, 
has been elected president of the 
Periodical Press _ Association. 
Other officers are: D. V. McLeod, 
president of Agricultural Press 
Associations; G. L. White, presi- 
dent of Business Newspapers As- 
sociation; Charles Sauriol, presi- 
dent of Magazine Publishers As- 
sociation, and C. T. Croucher, 
vice-presidents; T. J. Tobin, 
treasurer, and I. D. Carson, exec- 
utive vice-president and _ secre- 
tary. 


Names Galloway 


J. C. Galloway has been named 
California manager of Design 
News, published by the Rogers 
Publishing Company, Detroit. He 


will make his headquarters in 

Los Angeles. 

Joins Duffy & Fabry 
George R. Koebel, formerly 


with Klau-Van Pieterson-Dunlap 
Associates, Milwaukee, has joined 
Duffy & Fabry, Milwaukee, as ac- 
count representative. 


Business Papers 
Urged to Aid 
Small Business 


New YorK—Business paper edi- 
tors should supplement their cov- 
erage of specialized industry by 


assuming economic leadership as 


a guide to small business men 


who will feel the first impact of 
any marked recession, John H. 
Van Deventer, information direc- 
of the Committee for Eco- 
said here, 


tor 
nomic Development, 
recently. 

Mr. Van Deventer, noted 
dustrial authority and former edi- 
tor of Iron Age, spoke at this sea- 
son’s final meeting of the New 
York Business Paper Editors. 

Warning that neither the na- 
tion’s form of government nor 
economy will be able to withstand 
another depression of the severity 
of that of the 1930s, he suggested 


several ways business papers can 
aid the 3,000,000 


in- 


41 


|est safety factor in this country.” 

Small business owners should 
be told the procedure for obtain- 
ing credit—Mr. Van Deventer de- 
plored the fact that’ sufficient 
long-term credit is not available 
for their use—and should be given 
a thorough coverage of such eco- 
nomic fundamentals as employe 
relationship, advertising and pro- 
motion, collective bargaining, and 
accounting methods. 

Mr. Van Deventer also pointed 
out the need for a clarification 
and recodification of existing anti- 
trust and restraint of trade laws 
and regulations. 

During a preliminary business 


session Howard Galloway, editor 
of Laundry Age, was elected 
chairman of the group for the 
next year. 
Tracy-Robinson will serve as sec- 
retary-treasurer. 

Executive committee members 
named are Matilda Squires, news 
editor of House Furnishing Re- 
view and Linens and Domestics; 


Irwin Robinson of 


independent 
| businesses, “which are the great- 


C. W. Bendigo, editor-of Textile 
World; R. L. Taylor, editor of 
Chemical Industries, and Law- 


4. TOM SMITH, has been with the family 
16 years. Here he is seen cutting seed spuds 
for planting. The Beldens raise about 32,000 
bushels of potatoes a year. 


Belden of Indian arrowheads 


gathered from the fields on the farm. 


5. THE YOUNG FOLKS love marshmallow 


toasts. The fireplace was built by Grandpa 


and stones 


le anuywhte ele” 


says Luther Belden, a Yankee farmer in 


Lode rn 
-found 
yp whole 


New England’s beautiful Connecticut Valley 


4th in a series of living portraits of “Good People to Know” 


UTHER BELDEN could live somewhere else. With 
his industry and skill he could succeed 
anywhere. But he’s happy where he is. 
For up and down the road out of Hatfield, 
Massachusetts, are many friends he cherishes. He 
and his family are content. Devoted to each other, 


they are also devoted to the family homestead and 


its ancestral acres. 


Under Luther’s guidance his land yields an en- 


viable living from potatoes, onions, tobacco. 


turn to Country Gentleman 


for Better Farming, Better Living 


Gentleman reader . . 


6. SANDY BELDEN collects arrowheads 

. a hobby in which Grandpa is a big help. 
“But there are no more Indians,” regrets the 
youngest Belden. 


There will be ample money to send the kids to 
college. Life is comfortable and pleasant. Shops, 
movies, and all the cultural advantages of a New 
England community are within easy reach. 

This warm story of a Country Gentleman fam- 
ily appears in Country Gentleman for July. It will 
bring new inspiration to many another Country 
. and it will help to give you 


a picture of the full life which millions of America’s 


farm families have earned and are enjoying. 


rence M. Hughes, executive edi- 
tor, ADVERTISING AGE. Harwood 
Merrill, editor of Modern Indus- 
try, is an ex-officio member of the 
committee. 


Adler Joins Jones 

Marjorie Duhan Adler, for- 
merly in the script department of 
‘Columbia Broadcasting System, 
| Hollywood, has joined the copy 
|'department of Ralph H. Jones 
Company, Cincinnati. 


Appoints Robinson 


Soundscriber Corporation, New 
Haven, Conn., has appointed John 
T. Robinson director of sales 
training and development. He was 
New Jersey distributor for Sound- 
scriber until he joined the Navy 
in 1943. 


| Sotiaty Middle 
Class in its lives, its 
incomes and its 
homes, Washington, 
seat of the National 
Government, comes 
closer than any other 
city in America to 
the political ideal of 
economic equality 
for all. 


Everybody's a cus- 
tomer in Washington. 


Buy Great Circulation 


Editor and Publisher 


TIMES - HERALD . . 260,912 

The STAR . . 214,212 

The POST . . 165,554 

a The NEWS 109,267 
*h, 1947 


as of March 31, 1947 


Times KA Bierald 


WASHINGTON, D. C. 


National Representative 


GEO. A. MeDEVITT CO. 


wv 
a. 


bs 


ee n — 
ee - 
ae 
a 
_—— | . 
an of 
ertis- 
S an- 
addi- 
W be- 
macy ii 
pany, va 
Ford, y 
ts ad- 
—— or . 
li ae gt a J oes ae et ee i ie re Aiea . ’ pe hi , ) oe aS 2 4 Bec ee be wer 
eee ; ek el ae os. 
SS é{ee Be es re g,! * & VRRe} ae; Ve ft *° - 
De bees ee Re Meet ors | ee . Pe | 
Bey BS om z a ig 2. _ >» y 5. * % i <> “5 feat” Ps. i: fe. + Ma By mu & ek Sah ~ s - ene e Pr kt a iu, 
4 All ee * Pe RE Papo il ‘ ge via ae ox 8 te 3 BL A 4m are . fir * a ie Pe Be 
co ‘ * b. Prd, i. fet > a ge a ot fae Ca ‘a ‘ae Bg Sm 
44 % h, * % saat : iS 2 i Py me Ge more Fae. Bs Ze 4 "ol 4 ree ae 
H, (oS ‘ cm Pty. > - Sk 4 se mee : » bs | é } p a eal, 
“4 om om i " "hy . bt - 7 ‘ Sy . Fn Sf £ i ; X é ae 4 BF 4 “J r tyhe cf ’ j 
Y a ag ‘ sae luisa: ali re bie 4 . ¥ ; I 4 . Pres é {| | é re cali 
|| pes” a” 6S ee Be ~_ 
— Si . i A BP. ae : er e , bi RS 4 e a, - 2) 5 q Ste, i - om a hae p 
| i ht “~Yy raf . i! : ee Me s a . ; hy i i aoe 
door, eee | ae 
ce for a 
=: 
: 4 
a a. 
ee ee a 
a 
=| ae ae af 
ll - 
#: 
7 —— r ti 
| . | mS" 
| nig 
4 3 os Be a PP | F : as, % 
Ps. ss * 
- any 
a f MWMemar = 
; a + — ll 4 
F Se a ne y | i 
~ ia “i i we ‘ii! Vy " ate 
Sk ee Se oo ‘ Uff an 
es tin a I | a 
Lata : ‘se a Uy y | ee 
— Yi, es 
es |  —/ | | 
a z : c E 7 a i. y ‘ : = t ‘ m3 * ' # ki , = “4 F ai 
aT | ek . tae / ; 


- 


Stations Boost Power 

Siation WWNC (CBS), 
ville, N. C., has increased its 
power from 1,000 to 5,000 A ita 
|full time. Another CBS station, 
| WCAX, Burlington, Vt., will in- | 
crease its power from. 1,000 to 
5,000 watts, day and night, effec- 
tive early in July. 


| The Ns efter 


ONE MADISON AVE. + 


NEW YORK 10, N.Y. 


| *Sales Management Survey of Buying 
Power 1947 


se. Boston Supermarts — 


“| Analyze Customer 
Shopping Habits 


Distance Traveled, 
Sex, Frequency of 
Visits are Studied 


Boston — Detailed data on the 
shopping habits of supermarket 
customers, gained by personal in- 
terviews with 1,000 customers of 
each of 23 units in metropolitan 
Boston, has been released by the 
market research department of 
Stop & Shop, Inc., grocery chain. 

The study covers origin and sex 
of customers, mode of travel, fre- 
quency of store visits, length of 
patronage, and weekly sales per 
capita. Interviews were con- 
ducted during the summer of 1946, 


.|and since a similar study was 


made in 19 of the existing units 
over a three-year period before 
Pearl Harbor, prewar and “cur- 
rent” comparisons are also shown. 
Copies of the report are being 
made available to other super- 
market operators and are avail- 
able on request from William Ap- 
plebaum, director of marketing 
research, 393 D Street, Boston 10. 

Some of the highlights: 

Origin of customers: 26.4% live 
within one-quarter mile of the 
store; 22.4% in the %-% mile 
area; 11.4% in the %-% mile 
area; 6.9% in the %4-1 mile area; 
and 32.9% beyond 1 mile. There 
were only slight changes in 1946 


The Worcester Telegram-Gazette covers 
this 30th Market completely with a daily 
: circulation in excess of 140,000 and 
| Sunday circulation over 100,000. 


| Te TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 


ai GEORGE F BooTH Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 


OWNERS of RADIO STATION WTAG 


upon us by the New 


As proud as we are of 


the certificate of merit bestowed 


York Museum of Science and 


Industry in recognition of “Outstanding Achieve- 


ment” in the field of Photo Engraving, we hold even 


more valuable the praises of a satisfied clientele 


who demand the finest in reproduction. 


CAMOON LEY, 3». 


PHOTO 


547 SOUTH CLARK STREET, 


ENGRAVERS OF QUALITY 


CHICAGO WABASH 6284 


as compared with prewar, a 
| slightly higher percentage coming 
from beyond the mile radius be- 
|fore the war. Conclusion: “The 
| geographic distribution of cus- 
| tomers does not change signifi- 
|eantly over a period of several 
years, except where major resi- 


cur within the area.” 


Who Does the Shopping 


Sex of customers: 68.6% of all | 
were unaccompanied 
unaccompanied 
12.1% couples; ?.2% chil-| 
The number of | 
males and couples increases and. 
the proportion of unaccompanied | 
as customers | 


| customers 
| females; 

males; 
dren under 15. 


17.1% 


females decreases, 
come from more distant points. 
Before the war, females accounted 
for only 57% of the customers (as 
against 68.6% in ’46), while males 
were 24.4%, couples 15.5%, and 
children 3.1%. More searching for 
short items, fuller male employ- 
ment, and fewer available auto- 
mobiles are suggested as the rea- 
sons. 

Mode of travel: 55.5% of the 
customers walked to the store, 
33.8% came by car, and 10.7% 
used public transportation. There 
was practically no difference pre- 
war between walkers and riders, 
but the present percentage of 
those using public transportation 
is about three times as great as it 
was before the war. 


Come In Frequently 


Frequency of store visits: Aver- 
age number of store visits per 
week for all customers is 3.7;.for 
children 4, females 3.9, males 3.1, 
| couples 2.8. Those within a quar- 
iter mile average 5.1 visits per 
| week, those beyond a mile on!v 
2.2. Says the report: 
| with prewar, 
of store visits during the summer 
of 1946 was about 
greater, 


tain items in short supply. Pres- 
ent (1947) frequency of store | 
visits is approximately the same 


as prewar (2.9 per week for all 
customers). 

Length of patronage: 53.2% of 
all customers have traded at the 


store five years or more; 29.3% 


dential or commercial changes oc- 


a dog. "The Lassie Show" is b 


Chicago. Left to right: 


Advertising Age, June 30, 14) 


LASSIE SIGNS UP—M-G-M's Lassie signs for the first network program to star 
eing sponsored on ABC Sunday afternoons by 
John Morrell & Co. for Red Heart dog food, through Henri, Hurst & McDonald, 
June Bright, member of the cast; Rudd Weatherwax, 
Lassie's trainer; Lassie; Harry Stewart, the program's director, and Frank Ferrin, 

its producer. 
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from one to five years; 17.5% for 
less than one year. 

Weekly sales per capita: with 
prices adjusted to the 1935-1939 
level, weekly sales per capita to 
customers living within a quarter 
mile of the store averaged 41.5 
cents; %4-% mile, 17.2 cents; %- 
3%4 mile, 6.3 cents; %4-1 mile, 3.2 
cents. “On a per capita basis,” 
says the report, “the people living 
near a supermarket are tremen- 
dously more valuable to the store 
than the people who live a con- 
siderable distance away.” 


To Chambers & Wiswell 


Chester A. Baker, Inc., 
has named Chambers & Wiswel! 


All-Purpose Special shampoo. 
hair care. 


planned for the product. 


Boston, 


Inc., Boston, to handle the adver- 
tising and promotion of Baker’s 


Spot radio will stress summer 
New packaging also is 


Two Name Grady 


Hull Dye Works and Housatonic 
Dyeing & Printing Company have 
appointed Robert B. Grady Com- 
pany, New York, as their adver- 
tising agency. 
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covers Peoriarea like a tent! 


WMBD delivers a daytime audience of 70480* 


families. Only WMBD covers the whole 


Peoriarea of 11 rich counties — provides more Peoria 


listeners than all other stations. 
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“Compared | 
average frequency 


one-third | 
reflecting efforts to ob-| 


Chicago Stations Local Stations 
Ses 4 
Time in Use “AY “B" WMBD “—c” bes? ad “E ; 
8 A.M.-12M, MON.-FRI. 23.5 16.2 69 46.0 14,4 45 41 
12M-6 P.M., MON.-FRI. 24.6 5.0 10.1 41.6 10.4 99 4.8 
6 P.M.-10P.M. SUN.-SAT. 42.5 10.2 24.5 55.5 mpane: 4 manta — 
°1946 B. M. B. report. Write for complete study. 
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Railway Industry 
Replies to Young 
in Huge Exhibit 


Shows New Equipment 
in $10,000,000 Bid 
at Atlantic City 


ATLANTIC Crry—Are American 
railroads getting new ideas? 

From what went on here last 
week, it appears that they are. 
They are getting new equipment, 
and they are getting a lot more 
public relations minded. 

More than 250 supply manufac- 
turers provided the equipment 
story by filling the huge Conven- 
tion Hall here with their latest 
offerings, designed to make rail- 
roads safer, faster, more efficient 
and more profitable. 

On the main floor, and in the 
basement of this hall, measuring 
488 by 288 feet, and on three 
nearby tracks for large exhibits, 
salesmen stood with open order 
books offering railroad purchasing 
officials everything from drinking 
cup dispensers and 4,000 horse- 
power locomotives to air condi- 
tioning, and from radio transmit- 
ters to lift trucks and file cabi- 
nets. 

This bold $10,000,000 showing 
of what goes into new and rebuilt 
railroad equipment, the first such 
exhibition in a decade, was essen- 
tially a trade fair for the joint 
week-long convention of equip- 
ment manufacturers and purchas- 
ing executives. 

But the Association of Ameri- 
can Railroads, now fighting mad 
from the accusations of Robert R. 
Young, and with a new president 
who possesses a high respect for 
public relations, called in the 
press and the public to see “tang- 
ible evidence of what is being 
done.” 


Blasts at Young 


“This evidence, our facts against 
their promises, is the best answer 
to the unfounded charges which 
Robert R. Young levies at us,” ex- 
plained William T. Faricy, AAR 
president, and former member of 
the AAR public relations com-| 
mittee. 

As the convention opened, Mr. 
Faricy emphasized that “railroad | 
progress and modernization is and | 
must be the work of many men. | 

“It is not a job for a prima | 
donna or an exhibitionist. | 

“It is a job calling for scientists, | 
for engineers, for administrators, | 
for railroad men of all callings 
and trainings, who must deal with 
the actualities of railroading, men 
who work under the summer’s 
sun and winter’s snows.” 

It was a novelty finding an AAR 
president participating in a staged 
publicity stunt. Yet Mr. Faricy 
permitted himself to be thor- 
oughly photographed crowning “a 
queen of railway progress.” 

At a press conference he 
pointed out that earnings for 1946 
at 23%4% were “inadequate,” 
though 1946 was the greatest 


THE SPORTING GOODS 


DEALER 


ST. LOUIS: sacha mo. 


peacetime traffic year in history.|an electronic system, developed | 25,000 more to be ordered soon, 
With a half-million of new! by Minneapolis-Honeywell. | 


freight cars on order, and more | 


passenger cars than _ railroads 
bought in the preceding decade, 


he felt a better return was needed | 


Aluminum and _ steel finishes | 
were described. Diesels of various 
weights and capacities, and a coal 
burning electric locomotive, built 


to attract capital for the heavy |for Robert R. Young, were to be 


buying now under way. 


Increase Efficiency 


Mr. Faricy also observed that 
“the profitable operation of rail- 
roads today, with freight rates 
only 15% above 1939, has been 
possible only because of “tremen- 
dous increase in efficiency.” At 
the Convention Hall, a ‘“who’s 
who” in American industry— 
large and small—competed to sell 
their specialty, of the 70,000 dif- 


ferent products for which rail-| 


roads spend $1,500,000,000 a year.|, AAR Mechanical Division, freely 
There was a wide choice of fab- | 


| seen. 


| schedules. 


Never officially did the conven- 
tion touch on Mr. Young, and his | 
accusations about rolling tene-| 
ments, or reservations, or through | 
Individually, however, | 
railroaders unburdened' them-| 
selves: “It’s easy for Young to | 
talk,” they’d say. “His road has | 
only half a dozen _ passenger 
trains.” 


New Freight Cars Needed 


J. R. Nichols, chairman of the 


confessed the urgent need for new 


rics for the interiors of luxury freight cars, particularly to handle ! 


trains. 


Purchasing agents could| movements of grain and sak, 


| 


hear the merits of several differ- class commodities. 


ent coach seats; of rubber aisle 
padding, carpeting, cushions; of | 
various types of lighting; of air | 
conditioning systems, 


Currently the railroads are | 
moving more freight than ever | 
before, even in war years. With | 


including | 100,000 freight cars on order, and | 


|there will still be danger of 
freight car shortages later this 
year. 

The convention issue of Railway 
Age summed it up: “About the 
only aspect of the railroad situa- 


_ tion today which bears much re- 
/semblance to conditions when the 


last previous meetings were held 
10 years ago is that of net earn- 
ings; and even from that angle the 
performance is considerably im- 
proved.” 


Appoints Hovey Agency 

Hovey Associates, Los Angeles, 
has been appointed to handle the | 
national publicity and advertis-| 
ing for Fruit-O-Matic, new coin- 
operated multi-fruit vending ma- | 
chine, designed by Frederick K. | 
Storm. 


43 
Modglin Names Coutt 


Leo E. Coutt has been retained 
as public relations counsel by the 
Modglin Company, Los Angeles, 
manufacturer of molded plastic 
combs, toilet brushes and house- 


hold articles. 


Vn RADIANT 


COLORS 


m™ BLACK LIGHT ACTIVATION m= 


DIMENSIONAL BRILLIANT 
FULL COLOR RANGE 


DAY AND NIGHT 
POINT - OF -PURCHASE 


ADVERTISING 


VELVETONE COMPANY 


108 DAVIS STREET, SAN FRANCISCO 


J. J. 


TORONTO, 


GIBBONS LTD. 


HEAD OFFICE: 200 BAY STREET, 


MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 


REGINA, 


ADVERTISING * 
TORONTO 
CALGARY, 


EDMONTON, VANCOUVER 


oT years 


For 31 years INDUSTRIAL MARKETING has 
fostered the fundamental principle of specialized 
selling and advertising to business and industry 


the basic sales idea of the business press. 


Not all things to all people, INDUSTRIAL 
MARKETING is a primary working tool for the 
management, sales and advertising men who sell 


to business and industry. 


No other publication duplicates its pioneering, spe- 
cialized editorial service, its editorial coverage. 


GREATEST 
READER 
INTEREST 


That’s why business papers consider INDUSTRIAL 
MARKETING their primary promotion medium. 
Why, year after year, they place more pages, more 
inches, more lines of advertising in INDUSTRIAL 
MARKETING than in any other marketing, sales 
or advertising publication. 


PUBLISHER OF ADVERTISING AGE » INDUSTRIAL MARKETING 


— 


a. & 2 oe Bee i. ee Ee ee ee, 
Pees 2 re “aE coe Me ; 3 ’ ‘ ss ' . = Xe | 9 
a | Se Ge ira oe 
es 
ce P | a | & 
4q Ft i 
_ | 
; . ee } ] po? OTe e MgO i 
- = 
ee po 
ee 
Co 
7 ae ae eer 
ma 
w ' +e 
uy ie 
- | eee 
‘= ‘ oo 
| >. 
ee rs 
es eS . 
a 
Po oe 
aa 
| -— 
| _ 
| oon 
Carey 
—— eee ee ‘Sane Breet 
“E Bi 3 
a1 
6.0 4 —~ a we 
am - - 
; 4 t - is / j 
S 4 ’ 
. ~ a 
~ ABI PS) THE MARKET DATA BOOK © THE LARGEST PUBLISHING HOUSE 
| co = . 
é oy 6SERVING THE ENTIRE ADVERTISING AND MARKETING FIELD. 
q ; / %: 
- Eext> 
sa | | 
co 
| 
iS , . a 


| six-man liaison staff as part of|council sponsors, and precipitate 
\the office of the President, ac-| wholesale withdrawals of support. 
‘ceptable only as “any port in a —s- 
storm.” NAB’s small market stations 
Keeping in mind the manpower executive committee complained 
assigned to a single major adver- that local chain store managers 
tising account, they view such a have been “passing the buck” when 
_shoe-string setup as an overt act approached by sales representa- 
of disrespect for the role that the | ‘ves of small radio stations. They 
jcouncil and advertisers have | were assured last week that NAB 
Ad Council's Government played in war information and | ‘s telling “radio’s story” to chain 
Liaison Helpers May Go ] are playing in explaining govern- | Store _national headquarters and 
WaAsHINGTON—With the inter- Put government information prob-| ment information problems of the| that “chain store resistance will 
vention of Rep. Charles R. Rob- | !ems into terms the council under- | postwar era. be weakened. 
ertson (R., N. D.), budgeteers Stands, will go, and the council) As they see it, Congress saves | nag ah 
have set frantically to work will be left to puzzle the channels | $85,000 by dismissing 13 govern-| A remarkable new bill (H. R. 
searching for a niche for the small ‘of bureaucracy for itself or to|ment employes, and risks the loss 3871) by Rep. Joseph P. O’Hara 
staff of professional advertising| withdraw its support from gov- of much, or all, of nearly $100,- | (R., Minn.) proposes a revolu- 
people who represent the govern- | ernment projects. _ 000,000 a year in informational tionary new procedure which 
ment in its dealings with the Ad-| Men who have been active in| facilities which the council offers | throws FTC advertising cases into 
vertising Council. ‘this work consider the Robertson|—for this Congressional vote of) courts for trial. Under the O’Hara 


Unless such a place is found, | compromise, calling for a five or|no-confidence could discourage | proposal, FTC would no longer 


By STANLEY E. COHEN, Washington Editor 


and the “pink slips” are with- 
drawn, these contact people, who | 
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WASHINGTON, D. C. NEWSPAPER READERS 
IN TERMS OF PEOPLE? 


Whatever your preference, the story of the newspaper reading habits of the 


people of the Washington, D. C. trading area is an important one for national 
and local advertisers. 


The highly literate, newspaper reading Capital supports four daily and three 
Sunday newspapers. That you can reach any sizable portion of a ''4-paper 
town" with one newspaper — The Star — is only one of the many important 
facts revealed in the Washington, D. C. Newspaper Reader Survey. This 
Survey, financed by all four Washington newspapers, and impartially conducted 
by the Elmo Roper organization, was sponsored by the American Association 
of Advertising Agencies. By means of personal interview, and in accordance 
with the finest known methods of sampling, Washington reader habits have been 
clearly defined. 


For details of the Washington, D. C. Newspaper Reader Survey write The 


Washington Evening Star, Washington 4, D. C., or the offices of its represen- 
tatives shown below. 


DAN A. CARROLL 
110 Eost 42nd St., New York 17, N. Y. 


THE JOHN £& LUTZ COMPANY 
Chicogo 11, 


‘\ 


Tribune Tower, Ilmmois 
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|hold hearings and issue cease ang 
|desist orders in cases under Sec. 
| tion 5 of the Federal Trade Com. 
|mission Act. Instead, it would 
|function as something of a police 
|prosecutor, going to the regular 
federal courts for an injunction 
| ween it detects evidence of un- 
fair methods of competition or 
unfair and deceptive acts and 
practices. Object of the bill is “to 
separate judge, jury and hang. 
man.” 
1K ok ok 

Almost two-thirds of the 5,858. 
000 U. S. farms depend wholly or 
partly on horses and mules for 
farm motive power, according to 
a special tabulation just released 
from the 1945 Census of Agricul- 
ture. An additional 27% have 
neither tractors nor animals, and 
only 10% (550,000) are entirely 
mechanized. The bureau’s report 
shows the highest proportion of 
mechanization in the North and 
East; lowest in the South. 

* * oo 

The second instalment of the 
three-part Federal Reserve study 
of consumer finances (AA, June 
16), to be released in July, deals 
with income and savings; while 
part three in August is devoted to 
individual holdings of bonds and 
| other assets. The first instalment, 
'on the demand for various con- 
|sumer durables, was negligent in 
| separating “pears from apples.” 
| Presumably the article was di- 
gested from more complete re- 
ports. It is to be hoped that some- 
thing further will be released, for 
example, on the market for re- 
frigerators and washing ma- 
chines, as distinguished from other 
/durables such as radios and fur- 
niture. 


ok * % 


Personal aircraft manufacturers 
|politely turned down a plan for 
the Civil Aeronautics Admin- 
| istration to “cooperate” in the im- 
provement of light planes. The 
proposal for a $5,000,000 research 
study came while plane sales are 
| in a sharp slump, at least partially 
because of noise factors and other 
shortcomings of planes. The in- 
dustry, however, hesitated at suc! 
an intimate association with 
regulatory agency. It explained 
that the program might duplicate 
work already being conducted by 
the National Advisory Committee 
for Aeronautics. 
* * & 

Appointment of 20 top business, 
labor and civil leaders to study 
the impact of foreign aid pro- 
grams on the domestic economy 
confirms in part the fears re- 
ported here last week that foreign 
policy may dictate big govern- 
ment and big taxes, whatever 
the wishes of national leader: 
(AA, June 23). The committee, 
headed by the Secretaries of 
|Commerce and Interior, and by 
Dr. Edwin G. Nourse, the Presi- 
| dent’s chief economic adviser, wil! 
|go into (1) the impact of relie! 
programs on the national econ- 
omy; (2) the quantity and char- 
‘acter of resources that can be 
|spared without disaster. 


WADC Plans New Studios 


WADC, Akron, will begin con- 
| struction of its new studios an¢ 
| offices at Mill & Main Sts., Akron 
/}as soon as the razing of the old 
Buchtel Hotel, now at the loca- 
ition, is completed. The building 
| will contain facilities for FM and 
video as well as the regula! 
standard broadcast station, whi 
is now on a 24-hour schedule. A! 
electric sign around the top of thé 
| building similar to the one 
Times Square, New York, w! 
| carry messages and news dis 
patches in moving letters. 


Walsh Promates Two 


Walsh Advertising Company | 
|Canada has named James Simp- 
|son, Windsor, secretary-treasure', 
|and Margaret Duggan, in the To- 
ronto office, assistant secretary- 
treasurer and a director. 
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e and © |Penn Mutual Salutes store sales are at the fountain,| plete line of merchandise ac- 
' Sec. | AMA A S Sealtest Study and that 37.8% of all customers counted for 4.5%; quality prod- 
Com. on Anniversary Sh D St make more than one purchase. ucts for 2.9%. More than 59% 
would | (enn Mutual Life Insurance| ows VUrug otore Se itiaas ti datas live within a half-mile of the 
Olic |Company, iladelphia, which is | : p Front Gets fraiic store and 72.8% live within one 
te 'celebrating its centennial, is run- | Customer Habits oaite ian 
ag |ning a series of congratulatory | | Regarding store traffic, the 
i |advertisements as a tribute to the| SCHENECTADY, N. Y.—More than | study shows that only 11% of the See 
un- ‘American Medical Association, |47% of fountain customers in drug| customers go all the way back Crosley Names Penfield 
m or also celebrating its 100th anni-| stores make another purchase be-| into the store. Of all customers, | 


nae : : as ield, for ‘lv re- 
versary this month. Both groups| fore leaving the store, and 29% of| 27% go three-fourths of the way | ah tee cs tn ae 


rh — in apes: gg a the store’s customers make their back; 49% go half way and 79% | Company, Williamsport, Pa., has 
€ advertisements are schec- | first purchases at the soda foun-|go only one-fourth of the way.) been named market analyst of 


| i | 
ee kecelione headicar Aca, 'tain. These were among facts re-| More than 67% travel to the right, | the Crosley division of Avco Mfg. 


. and 
is “to 
hang- 


5.858 |Newsweek, and The Saturday _vealed by a point-of-sale adver- and more than 32% to the left. Corporation, Cincinnati. 

lly 7 e | Evening Post. |tising study conducted in Hart- | In interviews, 29.5% said that —_____—_— 

: oa oes | —_____— ford, Conn., by National Dairy|they came in to buy fountain McCallie Joins WDEF 

Reps : |Products Company for Sealtest,| items, 11.7% to buy newspapers; | Pages nag 

ne to] WaAL'S ANNIVERSARY —wiliam s. Dorville Adds Four = ine. ne 8.1% to buy prescriptions, while | ne advertising depariment of Sta 

owen pe ot. i gy os sont in| John W. Anderson Jr. and| For the test, 489 customers|6% came in for tobacco and 6% | tion WAGC, Chattanooga, has 

tek z po if Per age Buck yah peng _Leona L. La Pelle, formerly ac-| (52.8% men and 47.2% women) for patent medicines. Convenient | joined the advertising staff of Sta- 

have presents Harold C. Burke, manager of | count executive of M. R. Johnson,| were charted and 861 individual| location accounted for the store| tion WDEF, Chattanooga. 

3, and WBAL, Baltimore, a plaque commem- have been named account exec- | hoice by 35.4%, but d ——_—_—— 

ively orating WBAL's 20 years' affiliation | utives of Dorville Corporation, | ®*"** recorded. The customers | c oice by 35. %, but good, cour-| 

report with National Broadcasting Co. Philadelphia and New York. Rob- | charted spent an average of —_ | teous ae accounted or entry Aarons Leaves Arndt 

on of ert M. Glass and Charles A. Quinn | ™inutes in the store, and 64.3% of 20.8%. More than i fo Cam€| Raymond S. Aarons has resigned 

b and J d have been added to the account | Spent less than ten minutes. The | in from habit and 15.4% because from the staff of John Falkner 
u ges Named staff in the New York office. study shows that 25.1% of all drug of friendly atmosphere. A com-j| Arndt & Co., Philadelphia. 

; ». in DMAA Contest 

study New YorK—The Direct Mail 

June Advertising Association, New 

deals York, has named judges to select 

while outstanding mail promotion 

fed ic J chievements for its annual com- PERHAPS WE SHOULD NOT JUDGE 

ie and petition. Heading the board of | 

Iment. judges will be Alice Honore) 


5 am. Drew, advertising manager, Tel- BY  @ ] UTWA R dD A Pp * e A g A ced ¢ ik ge U T 
ent in Autograph Corporation, New "es 


es.” York. Other judges include H. S. 
as di- Foster, director of advertising, 
e re. § Mead Sales Company, Philadel- FVER YBOD y DOES 
eenec phia; Richard Messner, vice-pres- 
at ton ident, E. E. Brogle Company, New 
is ae, York; Norman R. Singleton, di- And perhaps 
rect mail manager, R. H. Macy & 
ma- ’ > 
la Co., and Frank Ware, circulation erie some —_ 
“ete manager of Newsweek. judge your printed salesmen... 
The competition is open to all your catalogues and 
users of direct mail. Selections 
— will be made from direct mail booklets . . . by outward 
ew campaigns produced between. appearance ... but 
enin. Sept. 1, 1946 and Aug. 31, 1947. 
‘eo im- Announcement of winners will be EVER YBOD y DOES 
The made at the annual DMAA con- | 
pearch vention, to be held at the Carter | 
ne ave Hotel, Cleveland, Oct. 23-25. En- 
rtially try forms may be secured from More and more, smart cS 
other the Direct Mail Advertising Asso- dvertisers and od + at pe 
ie tas ciation, 17 E. 42nd St., New York | advertisers and advertising men 
t suct 17. realize that penny-pinching is no 
rith a CF a GN egies , d i h 
good in the 
iF ined . . ° . . 
rn ms " ner po ee ‘ production of their literature, and 
é . G. r, advertising an . 
ted by sales promotion manager, has | is false economy; that no matter how 
mittee been named merchandising man- | i iti 
ager of U. S. Royal tires, United ie. jomenec the oe 
50 sage Company, New) and illustration of a 
as ork. e will be in charge of | ’ i i 
gota planning the retail, commercial, | really well printed piece 
ened car dealer and service business of does seem, it’s “gotta be covered to 
o_ U. S. tire distributors. Curt | ” 
onomy Muser has been appointed to suc- | count - 
fs Te ceed Mr. Schaefer as advertising | 
oreign and sales promotion manager, and | 
overn- R. W. Collings has been named | And, more and more, 
atever to head a newly created market- | «os 
eines ing department. | smart advertising men and 
mittee, M ‘ ale | advertisers discover and 
vv hes meno “ i Gueriens specify those solid standbys, 
cia orrespondents and | cam atin 
Presi- LMD Service, Inc., associate mail- | BUCKEYE Cover or BECKETT 
r, will ing house, have moved from 624) “ove job— 
‘clit S- Michigan Ave. to 230 E. Ohio | Covers Sat anery 109 
econ- St., Chicago. | the good-looking, 


char- ° 
an be @ Layton Opens PR Office 
George Layton has resigned as | 
public relations counsel for the 
: Iowa Chain Store Council to open 
udios his own office in Cedar Rapids as 
public relations consultant. 
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‘ ‘ tions, along with a “sweet potato” To nzen . . J 
Perky Phelan prrrelborgy, het seth 8. stl Lorenzen & Thompson | Sweets Advances Jaffe Carman Joins Chicopee [f/)<o | 
ra to promote “Perky” through dis- Lorenzen & Thompson, Inc., Jeff Jaffe, who joined the ad- John Carman, formerly sales es 
Sparks Promotion F : Fs a New York, has been named sales|vertising department of Sweets promotion manager of Alfred }) 
tribution of “Perky Phelan” lapel tati f “The B ~ ; : . B manag 
z I representative o e Baby Cor-|Company of America, New York, | McKelvy Company, New York, Be ouipn 
For Phelan Paint buttons to youngsters. Oakleigh ner,” a new feature to be launched | early in 1946, has been namedjhas joined Chicopee Sales Cor. nt 
R. French & Associates, St. Louis, soon in 63 Sunday newspapers | assistant director of advertising of| poration as director of Massli; n@will 2 
St. Lours—‘‘Perky” Phelan, a/| is the agency. published in 58 cities. the candy and grocery divisions. | Products. I troif 
trade character adopted by Phe- —__—_——_ inept —_ Uisesiitteaccsiasebit 
lan-Faust Paint Ps i Pamions Joins Glasser-Gailey Speaker Names Baldwin Neilson Agency Moves Duo-Therm Boosts Reeder INY A 
ere, has gained suc seunC Elliott V. Bogert, formerly with| A. R. Baldwin has been named! Gordon Neilson Company, Ad-| R. H. R istr S 
favor that he is being boosted to| navis & Co., Los Angeles agency, | sales manager of the J. W. Wie’ se Meeder, eastern distric sché 
the public through every conceiv- 


vertising, Waukesha, Wis., has|manager of the Duo-Th ivi- B York 
has joined Glasser-Gailey & Co.,|Speaker Corporation, Milwaukee, ~ a vance pom 


moved to new offices i | si ec , 
able medium used by the com-|Los Angeles, as account exec-| manufacturer of automobile ac-| Theater building. "gies taalline |\Ganiaes Geek, = ah nec a we 
pany. utive. cessories. address remains P. O. Box 5l. ‘sales manager. = nail 

Originally developed as an ill- 
ustrative unit in connection with 


the company’s window display 
material, “Perky” attracted so 
much attention within the com- 
pany that today he is spokesman 


in newspaper advertising for Phe- 
lan’s paints, and is featured on 
24-sheet posters, painted bulletins, f ig OU 
roadside displays and the com-| 


pany’s own trucks. 
In his development, “Perky” 
has also gained a voice, and is 


heard on five St. Louis radio sta- | GREATER SERVICE TO THE METALWORKING IN DUSTRY 


| 
| 


. 


% : | Again, metalworking strides forward 

S = 5 & ; cA News Reporting 
qv into a new, competitive era. Again, 

@ The Iron Age steps to the forefront to Coverage of Technical Developments 

beat this challenge. Again, The Iron 


Reader Service 
Age offers still greater profit to readers 


Dynamic Paid Circulation 
and advertisers ... through its ever- 


S on? expanding program of greater power Market Research 
tot is 3 through greater service in six vital and 


Advertising Impact 
yh es co-ordinated publishing functions: 


Offices in Chicago 
New York « Detroit 


: St. Louis ¢ Los Angeles 
pst va Son Francisco 
- so wah = ~ am 


& COMPANY om | 
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yes : Y GA | 
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. : Lr: . = ly, and features prices averag- exclusively by the company. 
Dee ‘ rl ously p g y by company 
, i P yy rapt we Ee ee ee ee Aldens Prints ing 11% lower than last spring. It The catalog is divided into five 
red }). ; inager in charge of original | district manager of Hitchcock Largest Catalog; — spe map any 7 oe stores, waned! each for fash- 
York, Becuipment sales of Aro Equip- | Publishing Company, Cineinnati. - e h MER Prices are wngy ape nace Young America, —— s and 
3 Cor. nt Corporation, Bryan, O. He! He was formerly located in Chi- Prices Down 11% ity has gone decidedly up, Robert boys’ goods, home furnishings, 
asslinn [Pywill make his headquarters in| cago, covering Michigan, Illinois |W. Jackson, president of the mail and housewares. The book con- 
Detroit. | an isconsin. HICAGO — ens, Inc., astj|order house, points out in an ac- tains pages of four-color illus- 
and Wi i G Ald I 1 t der h ts out t 136 ff ] ll 
cane eee week began mailing the largest companying letter to customers. trations of fashions. It also in- 
ede n In r rate | t ] catalog in its 58-year history—a He stressed that new brand names cludes a specially-bound group of 
: . NY Age “ o_o d Promo ping C ark 780-page, 10,500-item fall-winter|are used for all products. .The) personal service pages on beauty 
listr ict Schacter, Fain & Lent, New)! Edgar W. Clark has been pro- " : . : 
hee. ? , . | book. new brand names have been de- care, home making hints, baby 
1 divi- york agency, has been incorpo-|moted from account executive of | : ; ; 
ration vated as Schacter & Fain, Inc.| Kircher, Helton & Collett, Dayton, | It is 144 pages and about 3,200 | veloped by Aldens in a long-range care and the like. 
ointed [Frere has been no change in prin-|to director of sales development items — — hse a 10-18 pee Rg ew emg my v4 ar. eae 
s s 3 |and marketing. winter book, the largest previ-; quality, price range and as so 
als Of ‘peace a 7 to Stone-O’Halloran 


Stone-O’Halloran, Milwaukee, 
has been appointed to handle the 
advertising of the following com- 
panies: Albertson Electric Com- 
pany, manufacturer of Lo-Loss 
transformers; Mid-West Lamp 
Company; Mrs. Drenk’s’ Food 
Products; Jack Winter Company, 
sportswear manufacturer; Supe- 
rior Steel Products Company, die 
sets; Dairy States Foods, cookie 
manufacturer, and O. R. Pieper 
Company, wholesale grocer and 
coffee roaster. 


Gaylord Appoints Jacs 


Alphonse Jacs, formerly serving 
in an advertising and promotional 


.| capacity for Gould Storage Bat- 
tery Company and Packard Motor 
g : Car Company, has been named 
y) sales manager of the chain store 
Y] division of Gaylord Products, Inc., 
Ss ® Chicago. 
e . 
n 
h ki 
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HOW TO MAKE AN EDITOR BLOW HIS TOP 


by S.Y.T. 


(sweet young thing) 


REALLY LIKE EDITORS. They’re 
I grand people and generally it takes 
a lot to get them riled. They’re genuine 
sportsmen too for when the fellow on 
the other sheet ferrets out a scoop—it’s 
more power to him. But what really 
makes an editor blow his top happened 
the other day in The Iron Age editorial 
department where I work. 


You see, The Iron Age has a top notch 
staff of experienced editors whose job 
it is to search out technical develop- 
ments in the metalworking industry, 
to evaluate new methods of manufac- 
turing, to report successful solutions to 
management problems, and they travel 
250,000 miles a year doing it. In this 
work these Iron Age editors have really 
established an enviable record for beat- 
ing other publications, by breaking 


eight out of ten stories first. And per- 
haps it’s also because of this that top 
technical authorities throughout the 
industry prefer to have their own arti- 
cles appear first in The Iron Age. 


So you can see why, with this out- 
standing record for “firsts,” the editors 
the other day blew their tops when on 
the score sheet I credited a scoop to a 
current issue of a rival paper. “Hell!” 
screamed the editors in chorus, “we 
broke that story six months ago.” 


Each editor soon found his own top 
and got it back in place, but you can 
bet I know now how important these 
“firsts” are. To you, an advertising man, 
they must mean much more because 
it’s easy to see why an advertising cam- 
paign teamed up with Iron Age’s edi- 
torial “firsts” is bound to succeed. 


in 9 out of every 10 
IOWA FARM HOMES 


SELL 


SV A 


world’s richest farm market 
with its state farm paper 


Wallaces’ Farmer and lowa Home- 
stead blankets intensively the rich 
farming area between and along the 
great Sioux, Missouri and Mississippi 
River valleys. It reaches better than 
90% of Ilowa’s 209,000 farms... 
with additional coverage in neighbor- 
ing counties ... more than 270,000 
altogether. It is in this rich area that 
income per farm is highest (more 
than twice the national average) and 
it is in Wallaces’ Farmer and Iowa 
Homestead that buying power per 
reader is greatest. For farm circula- 
tion where it counts...use farm- 
delivered, farm-read Wallaces’. 
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Agency Man Reaches 
Letter-Writing Point 


To the Editor: For a long while 
now I have been aware of the 
fact that some time, sooner or 
later, I would read something 
which would force me to join the 
ranks of cranks who bother to 
write in about irritating nonsense 
they read in print. I have held 
off, due to a sense of propriety, 
until this minute. 
long again before another bit of 


prose strikes me with the same} 


reaction. 

Your June 2 issue carries an ad 
on the back page (next time give 
such preferred position to adver- 
tising that will do more for the 


May I live as_ 


‘Jatt 


This department is a reader’s forum. Letters are 


welcome. 


trade), the title of which is “The says you with a sock in the nose | 


Art of Making Friends . 
It Been Forgotten?” 
Judging by the body copy the 


. . Has’| which 


renders the reader un- 


friendly from that point on. 


Just read that second para-| 
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answer to that question is: It cer-| graph: “You wouldn’t think so...) near Jamestown, N. Y. It might} 


tainly has been forgotten—by the|if you leaned over my shoulder 
‘as I thumb through my Life or| billboard men involved are cam- 


man who wrote the ad. 


To begin with, the copy starts | Post, and pass by page after page | paigning against birth control. Or 


out in the first person, which we) of 


your weary, wasted, 


over-| perhaps it unconsciously suggests | 


will skip and excuse because of its, worked words.” In the third para- | that it’s still easier to get delivery | 


hypothetical usage, even though | graph: 


in an advertisement 


mastership of the “friendly ap- voice.” Fourth paragraph: “You | 


proach” it hit me with a shock.| with the barker’s rasp.” 
But there in the second paragraph, | paragraph: “. 


Fifth | 
you with the | 


just five lines from the beginning, | bored, blah, broad A.” The sixth | 


plimentary pat on the back; he | mountain tops; wouldn’t mind be- | Charlotte 


DEALER HELPS 


WOOD = METAL- GLASS - MIRROR = WIRE = PLASTIC 


The MODERN Streamlined Belt 


‘THE VERNON COMPANY | 
NEWTON, |OWA 
TAL & MIRROR DI 


e- 4 
ae 
he 


NORTH MICHIGAN AVEN 
x 3 ¢ 4 aie 


Se 


- 


this would-be Dale Carnegie turns | paragraph isn 
on the you stuff all right, but he It reads: “... y 
does it not with a smile or a com-|0n the mountain top.” 


/ing up on one at this moment as the selec 
|I write down here in Florida with ‘ing Rainbows.” 


grees, 


. you way up there 


But where does it get this ad-| 


. . | 
vertiser, (an agency, mind you,) 


| so the signature on the advertise- 


| ment 


reads) to preach the 
friendly touch and yet so blat- 


/antly divulge his ignorance of the 


what it takes to make friends in| 
profitable quantities for you. And | 
we believe we are one of them.” | 
I happen to be a fairly big cog in _ 
/a “young” agency and I don’t like | 


| 


| 


| 
| 


| 
| 
| 


| of Making Friends.’ 


first precepts of friendliness? 
Particularly resentful to me is 


the closing paragraph which 
| reads: 


“We believe there are a 


“The too-many of you on new babies than new Fords or 
claiming | with the tin, mechanical, robot | Bendix laundries. 


WENDELL PHILLIPS, 
Hutchins Advertising Com- 
pany, Rochester, N. Y. 


; i i 


‘t quite so insulting. Sings Plaintive Song 


To the Editor: A War Assets | 


I like Administration radio program in|times to audiences that number 


, N. C., opened up with | 
tion: “I’m Always Chas- | 
Maybe the pro-| 


the thermometer at 80-plus de- | gram director has been trying to | 
| buy something. 


DOROTHY PRESSER, 
E. J. Presser & Co., Char- | 
lotte, N. C. 


7-3 ¥ 


‘Nominates Mr. DeJoy 
| To the Editor: 
‘the Ad-libber’s suggestion that, | @ffort. 
“sooner or 


In reference to 


later, someone is 
ound to come up with a spar- 


few up-and-coming young agen- kling campaign capitalizing on 


cies here and about that have 


people speaking for us so nega- 
tively. It 
writing that keeps the old agen- 


for the gay little hook at the bot- 


|tom of the ad: ‘“We’ve written a | 
. about ‘The Art) 
It’s free—| 
My suggestion is, | 


little folder .. 


like a copy?” 
if it is written with the same rare 


insight and wisdom, change the | 


word “making” in the title to 
“losing” and advertise it in I[z- 
vestia. The inquiries would mount 
ten-fold, and the follow-up re- 
sults should be tremendous. 

GEORGE EVANS, 

Ft. Lauderdale, Fla. 
[Editor’s Note: Remember who 

first remarked sagely, that you 
can’t please everyone? | 

= ¥ ¥ 


Hearst Papers Probably 
Like Plenty of Desks 


To the Editor: By remarkable 


terrible repetition of desks in full- 


became boring. 
The Los Angeles Examiner had 


'a desk, the San Francisco Exami- 


ner had a desk, the Chicago Her- 
ald-American had a desk, the 


desk, the Detroit Times had a 
desk, the New 
American had a desk, the Balti- 
more News- Post and American 
had a desk, the Hearst Advertis- 
ing Service had a desk, the 
Boston Record- American had a 
desk, and finally the Seattle Post- 
Intelligencer had six desks in its 
full-page ad. 

Isn’t this somewhat of a record? 

I’m well aware that you have 
no control over this makeup, and 
my only interest in writing is that 
I’m sure your editorial makeup 
is less repetitious. 

Where is the originality in ad- 
vertising? 

SIDNEY B. GorCcHOV, 
Cantor Advertising Agency, 
Miami Beach, Fla. 


And Everybody Loves ‘Em 


To the 
rather 


Editor: 
unusual 


is such uninfarmed | 


cies growing older, profitably. As_ 


; other than a salesman. 
Pittsburgh Sun-Telegraph had a| ally, I would be willing to settle 


|for men with a Marketing degree, 


York Journal-| with a major in Selling. 


Tony 


DeJoy 


has switched to 
Calvert because 
Calvert tastes better. 


Pof 113 West 12th, Pueblo, Colo, 


CALVERT RESERVE Blended Whiskey 
—86.8 Proof—65% Grain Neutral Spirt:s.. 
Calvert Distillers Corp., New York City 


men of no distinction whatever,” 
let me nominate Tony DeJoy of 
Pueblo and the other “switchers” 
we've been reading about for the 
men of “no distinction whatso- 
ever.” 
L. G. BRUGGEMANN JR., 
Chas. W. Hoyt Company, 
Hartford, Conn. 


— 2. 
Backs Wilson's Idea 
on Salesmanship Degree 
To the Editor: It is my belief 


+0" : ; that W. C. Graham misses the) 
coincidence, in reading my weekly point in his letter criticizing R. S. 


| issue of ADVERTISING AGE, May 26,| Wilson’s suggestion of a degree in 
/I could not but help noticing the Salesmanship (AA, June 9, 1947). 


So far as I know, there is no 


|page advertisements, running in requirement that a Bachelor of 
|}unusual continuity, which almost 


Arts become an artist, nor that a 
Bachelor of Science become a sci- 
entist. It would, therefore, be 


possible for a man with a degree | 


in Selling to become something 
Person- 


Those of us who face the prob- 


‘lem of hiring and training men to 


be salesmen instead of peddlers or 
order-takers can appreciate the 
great assistance that could be 
given us by the colleges and uni- 
versities if they would prepare 
the men by providing sound, sci- 
entific courses in those attributes 
concomitant with good selling. 
Today, selling is a science. The 
era of pep talks and legerdemain 
is past except for those few in- 
dustrial mossbacks who insist on 
believing that their salesmen will 
go out and “die for dear old Rut- 


gers.” 
I believe that Mr. Wilson is 
right. More emphasis should be 


placed on selling as a profession 
so that we may attract good men 


I snapped this| and not spend the best years of 
billboard tie-up | their 


lives teaching them the 


— 


‘indicate that the copywriters and| things they should have known 


before we got them. 
W. D. MOLiror, 
Director of Sales, Edward 
Stern & Co., Philadelphia. 


wae 


Reports Movie Success 

To the Editor: I thought you 
would be interested in what's 
happened to our movie, “Where 
Do We Go From Here?” since it 
was launched on Jan. 21. 

It has now been shown 216 
better than 15,000 and it is still 
running at the rate of between 15 
and 22 showings a week. 

With conditions the way they 
are, I sincerely believe that if this 


|picture could be shown to every 


business man in America, we 
/might stem the tide of a reces- 
sion. At least it would educate 
|some that you can’t expect to 


/move merchandise without sales 


JOHN E. SHEPHERD, 
Director of Market Research, 
Esquire, New York. 

7 mye 


Roosevelts Still Belong 


To the Editor: Mr. Humphrey, 
in a letter in your June 2 issue, 
asserts that Elliott Roosevelt re- 
cently resigned from the Ameri- 
can Veterans Committee. This 
statement is a complete falsehood 
Three Roosevelt brothers, Elliott. 
James and Franklin are members 
in good standing of the American 
Veterans Committee and _ they 
have never given any indication 
|of having thought about resign- 
| ing. 

MICHAEL J. DE SHERBININ, 
| Editor, The AVC _ Bulletin, 
New York. 


, we 


Copies Calvert ‘Switch’ 
—with Apologies 

To the Editor: Attached is an 
advertisement which appeared on 
Page 2 of this morning’s New 
York Times which may be of in- 
terest because it is an example of 
a “switch” on Calvert’s current 
“has switched” campaign. 

We are not copy “copy cats’ 
but the idea seemed so appropri- 


With Apologies to Calvert 


The 
Family 
Jacobs‘ 


has switched to 
Lake Tarleton Club 
Pike, N. H. 
from 
The Lord Tarleton 
Miami Beach, Florida 


*THE FAMILY JACOBS, LAKE 
TARLEPON CLUB, Sky High © 
the White Mountains, Pike, N. «| 


ate for use “with apologies” | 
announce the termination of 
season at one hotel and the op 
ing of the season at another—b | 
operated by The Family Jac 
(one of our clients). 

The Calvert campaign will 


doubtedly result in many “ta 
offs” among the nation’s adv 
tisers. 


IRVING DAVIs, 
The Irving Davis Compan) 


New York. 
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Advertising Age, June 30, 1947 


WLW to Change Rates 


Department Store Effective July 1, Station WLW, 


Cincinnati, will readjust sales 


' rates for time and announcements 
Mp Ad Costs Set in a limited number of classifica- 
tions, based on listenership studies. 

There will be an adjustment up- 
0 ward on time periods between 7 

at 0 0 a eS and 8 a.m. and downward be- 
” tween 11:30 p.m. and midnight. 


A few other segments also will be 
Boston—Department store sales | affected. 


gains last year of 25% in dollar seinen 
volume represented a 9% increase Hale Opens Studio 

over 1945 in number of transac- Ashlie Sade -dacenanl with 
tions averaging 18% greater in ‘raavhadin Dallas ingle 
dollar amount. _. |his own studio at 1901 McKinney 
Department store advertising Ave., Dallas. He will act as a 
costs last year averaged 2.25% of| free-lance art director and visual- 
net sales, compared with 2.5% in| izer for agencies. 

1945. 


These findings have been re-| Buys All of NBC's Shows 


vealed by Prof. Malcolm P. Mc- | ” 

ae ‘ | Station KWSD, Mt. Shasta, Cal., 
Nat of the Harvard: Business | nich went on the air June 12 as 
School in the study, “Operating | 


Results of Department and Spe-| NBC’s entire line of syndicated 
cialty Stores in 1946.” The an-| programs. 


nual study is sponsored by the 


Lists Apparel Groups 


In the July issue of Apparel 
Arts, New York, are listed the 
over 500 men’s apparel trade or- 
ganizations in existence, which 
serve various branches of apparel 
manufacture, distribution and 
merchandising. The directory lists 
fashion, research, tailoring and 
designing groups, as well as re- 
tail associations, buyers’ groups, 
and personnel, credit, display and 
merchandise associations. 


Appoints Wilkin V.P. 

King Wilkin, general sales man- 
ager of Zellerbach Paper Com- 
pany, San Francisco, has been 
appointed a vice-president of the 
company. 


Names John Beaven 


John Beaven has been named 
assistant sales manager for Can- 


|a 250-watt station, has purchased|ada of the McGlashan, Clarke 


Company, Niagara Falls, Ont., 
silverware manufacturer. 


NJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ —7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,000 copies, 


49 


* There is no substitute for Circulation * 


wee 


CHARTER MEMBER 


Every 


eee. RETAIL JEWELRY STORE | 


N AMERICA 


Because jewelry stores spe- 
cialize in small, portable 
*‘quality’’ articles exquisitely 
designed for personal or 
home use — durable article 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


National Retail Dry Goods As- 
sociation. 

The study shows that 399 firms | 
operating 500 stores had net 
profits after taxes last year equal 
to 5.9% of sales, an all-time 
record. Profit in 1945 was 3.6% 
of sales. 


Shows Display Cost 


The expenses and profits of the 
stores, in relation to net sales, are 
shown as: Merchandise costs, 64%; | 
payroll, 16%; real estate costs, 
2.2%: advertising, 2.25%; taxes 
(except real estate, federal in- 
come, or sales and excise directly 
collected), 0.75%; supplies, 1.45%; | 
service purchased (electric, etc.), 
0.85%; interest, 0.8%; all other 
expenses, 4.1%. 

For department stores doing. 
from $1,000,000 to $2,000,000 in 
sales volume, sales promotion and 
general advertising expenses were | 
found to equal 2.9% of sales, and 
display costs comprised an addi- 
tional 0.55% of sales, for a total | 
“publicity” cost of 3.45%. Stores 
doing $10,000,000-$20,000,000 sales 
had the highest sales promotion 
and advertising ratio, 3.45% of | 
sales, as well as 0.55% for display. | 

Merchandise management and) 
buying ranged, for the large de-| 
partment stores, from 3.2 to 3.75% 
of sales. 

For 115 specialty store opera- | 
tors, the report shows ad costs last 
year were 3.4% of sales, compared 
with 3.3% in 1945 and 4.05% or | 
higher from 1935 to 1941. 

The Controllers Congress of the 
NRDGA recently published its | 
own, similar study, for 345 stores, | 
on merchandising results in 1946) 
(AA, June 2). 


——— | 
Plans New Power Paper; | 
Changes Old One’s Name | 


| 

Technical Publishing Company, | 
Chicago, publisher of Power Plant | 
Engineering, will launch a new | 
business paper before the end of | 
the year, called Plant Engineering, | 
lor those engaged in the applica- | 
tion and use of electric power and | 
plant maintenance. With the 
iblication of the new paper, 
wer Plant Engineering will | 


ange its title to P Engi cr anatiecramss cement t 
an, its title to Power Engi- | les the freezer 6 
ering, and will be devoted en- | Son Ronald 10g paws 
ely to the interests of men en- the Weiss farm, Grundy ™* ‘ 
ged in the generation of steam : cones — 


d electric power. 
These changes were made as a 
ult of a study which showed a 
irp division of function, inter- 
‘ts and needs, between the men | 
icerned with the generation of | 
im and electric power, and | 
se directly concerned with the 
and application of power in 
plant, thus making separate 
lishing services desireable. 


‘arts House Organ 


‘opular Publications, New 
k, has launched a monthly ex- 
al house organ, “Popular 
ts,’ for advertisers and their 
icles. The house organ will 
r various aspects of fiction 
azine editing and publishing 


+ 


it the Popular Fiction Group. 
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Lynn Jessup, 3 


me 
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years, feels grown 


up at her private dressin 


pei supply calories, vitamins 
for a future Minnesota farmer. 


et i il 
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The kids of the Gorners, Scott 


sre Commoners, SUCCESSFUL FARMING 


; vm t Ras 


A teen ager’s dream is the 
off kitchen on the Feasley farm, 


E In Colorado, Myrna and J 
the twin doll lamps in their 


A —— 4 <2 = 
ei 


ce 
i) 


Major crop... 


today on the best U.S. farms is healthy kids of all 
ages from cradle to college...4H Club members, 


farmers of the future. 


lo Ann Lombordi admire 
“washable” room. 


pine paneled study 
Erie County, N. Y. 


~ 


Farm kids are doing things from dawn to dusk, 


out of doors, rough on calories and clothes... need 


dolls and rocking horses, cereals, packaged chow, 


school frocks, sweaters, fountain pens, toothpaste 


...have first claim on parental interest and pockets, 


as the editorial space on parental problems, child 


rearing, in any issue of SucCESsFUL FARMING shows! 


advertisers in SUCCESSFUL FARMING .. 


yields, cash incomes, property investments . 


rd -~ 
+t 


j 4) 


The major farm crop yields rich harvest to alert 
. read in more 
than 1,200,000 of the nation’s top farm homes... 
concentrated in the 15 Heart States, with the highest 
.. the 
best class market in the U.S. today. ‘To make sale: 
grow, sell the growing group! For all facts, call 
anv office... SuccessFUL FARMING, Des Moines, 
New York, Chicago, Detroit, Cleveland, Auanta, 


Los Angeles, San Francisco. in 
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Photo by Jerry Cooke 


LEADER IN THE PROMISSORY LAND 


On one day at least, Amadeo Peter Giannini 
did not behave like a cool banker. It was 
the day his market-basket credit house 
became the world’s largest private bank ... 

The story of the Bank of America® is 
not alone the success story of California, 
but an exciting document of democratic 
capitalism. For a Giannini, bridging the 
credit gap between dreams and proprie- 

| torship, both of fruit stands and ship- 
yards, broadens the base of enterprise. 
And in making the most of his own 
opportunities, he opens thousands of op- 
portunities to others. 


Month after month, as part of its con- 
tinuing Exposition of Enterprise-at-Work, 
FORTUNE reports the people and careers 
of America’s most case-worthy business 
firms—from their first dollars of credit 
... through their triumphs and frustra- 
tions in manufacturing and sales... to 
their latest profits or losses. And because 
its performance this year surpasses even 
FORTUNE’s standards of excellence, more 
managerial leaders than ever before say 
they turn to FORTUNE as their finest 


source of enlightenment. 


*See ‘World's Biggest Bank"’--p. 69 FORTUNE, July, 1947 
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No. 17 in the “Man of Adventure"’ Series 


Contents of FORTUNE for July 


..» The Bolt in Cotton Textiles: A chaotic in- 
dustry is riding an uneasy boom. 

... World’s Biggest Bank: Bank of America 
gives California another superlative. 

. . » Nababeep and East O’Okiep: African cop- 
per mines are making sizable profits for 
U. S. engineers. 

... Letter from Germany: Europe's most reg- 
ulated economy is also its least productive. 

. » » Mauricio Hochschild: A Bolivian tin baron 
can make it pay. 

..« Good Yachting Weather: There is some- 
thing new in good-sized luxury afloat. 

... Coal: “Pitt Consol”: A new corporation 
plans an exciting future in a sick industry. 

... 1 Circus Logistics: Transporting the Ringling 
troupe is the next greatest show on earth. 


. «+H Ringling Wrangling: Three sets of heirs 
squabble for control of the show. 
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Advertising Age, June 30, 1947 
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SPECIALTY — Frisco Products Co., 
Wichita, is packaging its Piglets, fried 
pork skins, in laminated glassine bags, 
printed in brown and orange. Milprint, 
Inc., Milwaukee, produced the con- 


weenent, LEADERSHIP REWARDED—John Shepard Ill, left, chairman of the board of 

the Yankee Network, receives a scroll from Earle Clement, manager of Station 

WEIM, Fitchburg, Mass., following a Yankee affiliate meeting at the Algonquin 

Club, Boston. The scroll expressed the gratitude of affiliates and station man- 
agers for Mr. Shepard's “honesty, integrity and fair play.” 


. eo 


RADIO DEBUT FOR SPARKLE PLENTY—The daughter of B. O. Plenty, "Dick 
Tracy" comic strip baby, who has golden hair “down to her hips,” rests 
before her first radio appearance on the Morris B. Sachs Amateur Hour June |5 
on WENR and WCEL, Chicago. Left to right are Chester Gould, creator of 
the strip; Barbara Porter, Booth Luck, as B. O. Plenty, and Morris B. Sachs, 
sponsor of the program. 


Worth exploring 


BALLADEER—Francis W. Hatch, vice- nes : me ROM A WINE .. and Soda - 


president of BBDO, Boston, played his 
own accompaniment to ballads of old 
Maine traditions as he made his debut SUMMER POSTER—Roma Wine Co., Fresno, Cal., is promoting wine and soda 
on the “Yankee Kitchen," aired over for the third summer with this outdoor poster scheduled for 50°/, showings in 


WNAC and the Yankee net. major markets throughout the country. 
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OFFICIALLY OPEN—Some 150 Cleveland admen and women helped Farm 
Journal and Pathfinder celebrate the opening of their new Cleveland office. 
In this group Dick Babcock of Farm Journal (left) smiles cheerily while Bob 
Watts, Pathfinder, and Don Wilson, Farm Journal, who will man the Cleveland 
office, hold a telegram from Graham Patterson, publisher, and N. M. Matthews, 
general manager, points out a bon mot. Others in the picture include Harry 
Evans and G. Borchick, Willard Storage Battery; Virginia Prendergast, Meldrum & 
Fewsmith; Olive Gately, Fuller & Smith & Ross; Horace Treharne, Cleveland 
adclub; and Bill Bennett and Bill Wiemers, Farm Journal. 
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AA DOESN'T GO TO A PARTY—But wishes it did. The hard-playing admen and women pictured here were caught at the 
V PACKAGE FAMILY—Borden Co., New York, is inaugurating a new Hollywood Adclub's ‘'Hucksterado’ at the Valley Park Country club. The event will be staged annually. Upper left, in the 


onwide program of standard milk package design for its fluid milk products. usual order, are George Dietrich, Jr., Young & Rubicam; Mrs. Dietrich; Ernest Belt, national ad director, Hollywood Citi- 
product is packaged in a different colored carton, but all of them zen-News; Mrs. Belt; Mrs. Harlan Palmer Jr., and Harlan Palmer Jr., assistant publisher of the Citizen-News. Upper right: 
ure Elsie to maintain the Borden identity. Current package supplies and Milton Samuel, Young & Rubicam, gloats over his million in phoney money distributed to guests. Lower left: C. Burt 
packaging regulations will determine completion of the switchover, the Oliver, general manager, Foote, Cone & Belding, and his spouse get cooled off. Lower right: Bea Carpenter, of Jack 


company says. Rourke Productions, and Tom Lewis, Young & Rubicam vice-president, take a turn on the dance floor. i 
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= of the Herald Tribune’s Paris 
‘ Kenneth Collins edition after discharge from the | 


eee — “ogee : Z Army 
wrk Joins Burlington ~ sipantirg | 
KE NS Q0 | New Yorx—Kenneth Collins, Elects Baity a Director | 
Th g.008 ; who resigned as publisher of the | R. F. Baity, assistant general | 
gro 1 yes | Paris edition of the Herald Trib- | percent Po = sa 
\ iO} | , ’ | 
potter o |une to join Donahue . a last ca dea a meas ot te 
qake 209" sient OO t week left the agency to become) },.1q of directors, replacing L. C. 
xo rea” te vice-president in charge of adver-| Welch, who has retired. He started 
oa own» ~ tising and public relations for] with the company in 1920 as a 
pivide ad _ wy wot g aoe | Burlington Mills, a newly-created | = Fag ee) ee a In- | 
eco?” neie ; t | dianapolis. Dwig . Benton, as- | 
~ wee Ble ? : sistant general manager of the | 
routes al ourtets on martes | Mr. Collins — , 4 ac | lubricating idk auiek tabteinat | 
your gne to? of oo coriuies vertising department a : +*:| service departments, succeeds Mr. | 
gace HF preter Macy & Co. in 1925, subsequently | Wejch as general manager of the 
—ot = only becoming advertising manager, department. 


erienc® publicity director and executive | 


xD! ; . ‘ 
ponneltey cqared® of vice-president. He left in 1932 to ‘Cgts’ Tests Sales | 
cal ypont packed A meng start his own agency, but a year, (Cgts Magazine, Utica, N. Y..,| 
\\ 


ach 8 cy ene later became vice-president of monthly publication devoted ex-| 
- esstv' - ., |Gimbel Bros. Later he worked | clusively to the raising and breed- 
suce oi \with Arthur Kudner, Inc., and) ing of cats, this month is testing 
cuicaco | | was assistant to the publisher of | newsstand sales in central New | 
ene |C New York Times. Prrewde gg enol grag mr bye = 
Bie = . During the war he being aro |The magazine has been building | 
ORPOR in the air forces, serving from | its circulation by using a small | 
— / D O 1942 to 1944 as chief procurement | 


; display campaign in national) 
officer of the 8th and 9th air forces Magazines and pet columns of 


in England. He became publisher | newspapers during the past year. 


ILLUSTRAVOX two-way presentation 
assures better, quicker training 


HEN Illustravox was introduced in 1932,Amer- types of sales, service, industrial and safety training, 

ica’s leading industria’ ists were quick to foresee Illustravox presentation does a thorough job. And 
its training potentials. In a few years it had completely increased employee efficiency creates better business, 
revolutionized training methods. Now field-proven in bigger profits and greater customer satisfaction. Con- 
peacetime and war, I!lustravox two-way training isthe sult your Illustravox dealer for a demonstration or 
established one best way—the most effective the least expensive. write The Magnavox Company, Illustravox Division, 
Dep:. AA-6, Fort Wayne 4, Indiana. 


@ @ Dramatic pictures and spoken words command 
interest and focus fu'l attention on your training mes- * * * 
sage. Trainees learn as much as 55% faster, and remember 


up to 70% longer than under former training methods. of the year, it shows how Illustravox can best be applied to your 


@ @ @ Today over 80% of all sound slidefilm equip- training and selling needs. Ask your Illustratox dealer or film | 
ment in use bears the I!lustravox trademark. In all producer for a showing today! 


| 
See “The Illustrated Voice.’ Outstanding commercial film | 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mav@OxX COMPANY * FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 
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Lyman Bryson, CBS counselor on public affairs, is en route to 
Paris where he will serve as special consultant to the United Na- 
tions Educational, Scientific and Cultural Organization. His July 6 
“Time For Reason” broadcast will originate in Paris. . . 

Thirteen magazine and newspaper publishers were invited a 
special guests on the Pan American World Airways first round-the- 
world passenger flight. The guest list includes: Thomas H. Beck, 
prexy of Crowell-Collier Publishing Company; Paul Bellamy. 
Cleveland Plain Dealer pub- 
lisher; Erwin J. Canham, pub- 
lisher, Christian Science Mon- 
itor; John Cowles, pres. of 
Minneapolis Star Journal & 
Tribune Company; Frank Gan- 
nett, publisher, Gannett News- 
papers; Mrs. Oveta Culp 
Hobby, exec. v.p. Houston 
Post; Roy Howard, president, 
Scripps - Howard Newspapers; 
J. Loy Maloney, managing ed., 
Chicago Tribune; M. T. Moore, 
board chairman of Time-Life- 
Fortune; Ralph Nicholson, pub- 
lisher, New Orleans Item; Paul 
Patterson, publisher, Baltimore 
Sun; Mrs. Ogden Reed, pres., 
New York Herald Tribune; 
James G. Stahlman, president, 
Nashville Banner, and Juan T. 
Trippe, prexy of Pan American 
World Airways... 

Harold E. Christiansen, head 
of the Christiansen Advertis- 
ing Agency, has just completed THESE DIDN'T GET AWAY—Russel N. 
two years’ service as president Keppel, vice-president and general 
of the Boonomic Club of Chi- oer of Esso Marketers, landed 

- ese large-mouth bass, both of them 
cago. He was succeeded in the six-pounders, while fishing with busi- 
presidency by F. G. Gurley, ness associates in Currituck Sound, N. C. 
president of the Santa Fe. . . 

It’s now E. Lawrence Deckinger, Ph.D., for the director of re- 
search at the Biow Company, New York. Majoring in marketing, 
he completed his graduate studies in night classes at the Graduate 
School of Business Administration of New York University. . . 
Merrill C. Meigs, v.p. of the Hearst Corporation, Chicago, received 
an honorary doctor of laws degree from Parsons College, Fairfield, 
Ia. He was speaker at the 68th annual commencement June 11. 
. . And an honorary doctor of engineering degree went to Adrian 
D. Joyce, 74-year-old board chairman of Glidden Company, at 
the commencement exercises at Case School of Applied Science in 
Cleveland, and Raymond Rubicam received an honorary doctor of 
laws degree from Colgate U., of which he is a trustee... 

What an agency art director does in his spare time is on exhibit 
at The Little Gallery, Chicago. The new show is the work of Fred 
Boulton, a v.p. and ex 2cutive art director of J. Walter Thompson 
Co. . . The committee that handled the second of the season’s 
five golf tournaments sponsored by the Artists’ Guild of Chicago 
at Nordic Hills June 21 included William Kapche, Standard 
Studios; Marsh Gallagher, Lowry-Gallagher Studios; Martin Krein, 
Foote, Cone & Belding; Clarke Trudeau, Beaumont & Hohman. 
and Joe Passaglia, Roche, Williams & Cleary... 


WINS EIA GOLF TROPHY—Ernest G. Monigle, ad manager, American Pulley 

Co., Philadelphia, receives the McGraw-Hill trophy from Steve Daly, of E. |. 

Du Pont, emcee for the day, at the annual outing of the Eastern Industrial 

Advertisers, Philadelphia NIAA chapter. The others, left to right, are J. Mack 

Nevergole, Roland ©. E. Ullman Organization, ElA vice-president; W. H. 

Collins, Scott Paper Co., president of the group, and John Ora, Mill Supplies 
runner-up in the golf tournament. 


Wayne Elgin, ad manager of Sears, Roebuck in San Francisco, 
is recuperating from an accident that may keep him away from 
his job for at least six months. In the course of an auto trip, 
he was struck by a car while unloading luggage from the trunk 
of his own auto... 

Harold Stokes, program manager of ABC’s central division, and 
Mary Hartline, orchestra leader on the net’s Junior Junction pro- 
gram, were married June 15 in Garrett Chapel of Northwestern U.., 
Evanston, Ill. . . Another adman who’s saving time on company 
business these days is B. Allen Mays, dir. of visual planning for 
Bert M. Sarazan, Inc., Washington. He has bought a Globe “Swift” 
single engine monoplane, which he has named “Heavenly Daze.” . . 
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Radio's Hopes for 
‘Self-Regulation’ 
Rise in Capital 3 


Congress Action on 
White Bill May Be 
Off Until 1948 


WASHINGTON—Broadcasters and 
senators were still far apart on 
the need for FCC supervision of 
radio programming as a Senate 
commeree subcommittee neared 
the close last week of intensive 
hearings on modernization of fed- 
eral radio law. 

Restlessly, committee members 
heard four network presidents 
and a dozen or more station op- 
erators argue that radio should 
be “free as the press” and that 
programming ought not be consid- 
ered when licenses are up for re- 
newals. 

Often senators interrupted to 
insist that operators cannot accept 
federal licenses without admitting 
an obligation to perform in the 
public interest, and the right of 
FCC to check their performance. 

As it became obvious that the 
committee would not agree to 
keep FCC out of program super- 
vision, broadcasters teok comfort 
in a belief that no bill will be re- 
ported during the present session 
of Congress. 


NAB Meeting May Act 


With a delay until next year, 
they saw a possibility that the in- 
dustry could come back to display 
a code of self-regulation, which is 
supposed to be adopted at the 
NAB convention in Atlantic City 
in September. 

Attacks centered not only on 
FCC economic and programming 
studies, but also on provisions of 
the White bill which require ‘sta- 
tions to identify sources of news 
and scrupulously allot time for 
political and controversial dis- 
cussions. 

As these provisions were de- 
nounced as invasions of “free 
speech,” Sen. Wallace White (R., 
Me.) committee chairman and 
sponsor of the bill, countered, 
‘I've proceeded on the theory 


bill, at one point Senator White 
quipped, “NAB started back al- 
most as far as Josephus muster- 
ing arguments against the bill.” 

NBC President Niles Trammell, 
arguing that there is no longer a 
searcity of frequencies, and that 
there is no excuse for supervising 
stations “in the public interest,” 
testified that there are 617 radio 
stations compared with 321 daily 
newspapers in 162 cities where 
NBC has affiliates. 

“It is easier to acquire a radio 
station today or to establish a new 
one than it is to acquire or estab- 
lish a daily newspaper,” he de- 
clared. 

CBS President Frank Stanton, 
opposing a provision which would 
limit an individual to ownership 
of stations covering no more than 
25% of the population, argued 
that “radio is not monopoly-rid- 
den.” 


Stanton Tells Coverage 


Once, when he was explaining 
that the seven CBS owned and 
operated stations have less than 
7.66% of aggregate nighttime 
wattage of all U. S. stations, Sen. 
Warren Magnusen (D., Wash.) 
stopped him: “Do you tell that to 
your advertisers?” 

Mr. Stanton hastened to explain 
that he had omitted the 164 CBS 
affiliates. 


W. Weisenburger, 
NAM Exec V.P., 
Dies Suddenly 


New YorK—Walter B. Weisen- 
burger, for the past 13 years ex- 
ecutive vice-president of the Na- 
tional Association 
of Manufactur- 
ers, died  sud- 
denly Monday at 
his home _ in 
Bronxville, N.Y. 


He was 59. 
Born in Han- 
nibal, Mo., Mr. 


Weisenburger 
began his. ca- 
reer as a reporter 
on the Hannibal 
Journal. He 
worked on newspapers in Mon- 
mouth, Ill., and Duluth, Minn., 
before returning to the Journal 
as editor. He later became pub- 
licity director of the St. Louis 
Chamber of Commerce and then 
president of the chamber. 

In the depths of the depression, 
Robert Li Lund, St. Louis busi- 
ness man and then chairman of 
the board of NAM, prevailed on 
Mr. Weisenburger to take the 
jhelm of the organization, then 
with fewer than 2,000 members. 


W. Weisenburger 


Senator Magnusen admitted the 
figure on the relative number of 
radio stations and newspapers in 
each city. “Radio appears to be 
highly competitive,” he said, “and 
Congress wants to keep it that 
way.” 

He said he feared that with the 
removal of statutory or FCC regu- 
latory rules against monopolistic 
ownership, powerful local inter- 
ests would consolidate radio hold- 
ings “as they have already con- 
solidated press holdings.” 


Display Groups Back 
Public Service Drives 


Contributions totaling more than 
$2,800,000 in space and services 
were made to public service ad- 
vertising campaigns by the car 
card, outdoor and window display 
industries last year, the Advertis- 
ing Council has announced. Be- 


tween Jan. 1, 1946, and April 30, 
1947, upwards of 2,000,000 car 


In his 13 years with NAM, Mr. 
| Weisenburger built the member- 
‘ship to more than 16,500 and, 
|moreover, increased greatly the 
/'members’ active participation in 
its activities and policy-making. 

He was responsible for the 
democratization of NAM as well 
as for its increasing public rela- 
tions effort and advertising pro- 
gram. He constantly emphasized 
‘that industry not only needs to 
explain itself to the public but 
should strive to elevate the stand- 


ard of business practices and pro- 
mote the doctrine that “good per- 
|formance is good business.” 


— 


NORMAN WILDING 


56, president of Wilding Picture 
Productions, 
after an extended illness. 

| Born in Kansas City, Mo., Mr. 
| Wilding’s early attempts to make 


|industrial films were interrupted 


| 


Cuicaco—Norman E. Wilding, | 


died here Tuesday | 


| 


cards, window posters and 94.|by World War I, during which | 


|sheets were displayed on behalf | he served in the Army air corps. | 


of traffic safety, savings bonds, | After the war, Mr. Wilding oper-| 


the Red Cross and Community 


that the committee is the guardian | Chest. 


and protector of free speech.” 
Bitter at the unexpectedly 
heavy industry opposition, 


| Through the cooperation of the 


National Association of Trans- 


ex-| portation Advertising, 70,000 car | 


|ated his company here and in| 


| Detroit, building it to become one 
| of the two top commercial film 


|companies in the nation. 


‘ending to every provision of the | card spaces are donated monthly; | _ 


} - 


* 


T IS THE INGREDIENTS 
THAT COUNT !! 


Advertising is like cooking. 


OU GET OUT ONLY WHAT YOU 


IN. Tell your story quickly and sim- 
with eye-catching photos that radiate 

interest. A photo registers on the 
n mind faster and longer than printed 


aoes, 


REMEMBER, YOU MUST CATCH THEIR 
YE BEFORE YOU CAN MAKE THEM BUY 


e hundred timely advertising photos 
ible monthly to choose from—low-cost 
ription plan—suit any type of business 

Situation. E.C. photos are used by 
nal advertisers. 


rte on your letterhead for free sample 
t Book. No obligations. 


YE* CATCHERS, Inc. sua PR" AS: 


through the Outdoor Advertising 
Association of America, 2,000 out- 
door panels; through Window Ad- 


firms, 37,000 window posters are 
installed monthly on behalf of 
public service drives. 


Tushingham Elected By 
Classified Ad Managers 


Herbert W. Tushingham, of the 
Courier-Post, Camden, N. J., was| 
elected president of the Associa-| 


tion’s annual meeting in St. Paul, 
June 25. 
Other new officers are Charles 


vice-president; Fred R. Ellis, Ann 
Arbor News, second vice-presi- 
dent; T. Frank James Jr., St. 
Louis Globe-Democrat, third vice- 
president; Larry Keller, Cin- 
|cinnati Post, secretary, and Ed- 
| ward J. Dorgan, Pittsburgh Press, 
| treasurer. The association’s 1948 
| convention will be held in Los 
| Angeles. 


‘Colonial Appoints Two 


Colonial Airlines has appointed 
IF. Darius Benham and Larry 
| Nixon to handle public relations. 
|On Aug. 1 Colonial will begin 
|Skycruiser service between Ber- 
| muda and New York and between 
| Washington and Bermuda. The 
| line now operates 10 daily flights 
| to Ottawa and Montreal. 


tion of Newspaper Classified Ad-| 
vertising Managers at the associa- | 


Horn, Los Angeles Examiner, first | 


| 
| 
| 


SAMUEL C. THEIS 


} 


PROVIDENCE—Samuel C. Theis, 


lof Theis & Simpson Company, 


| newspaper representative, died 
| June 23 at the home of his daugh- 
|ter here. For many years Mr. 
/Theis and his wife, who also sur- 
‘vives, made their home at Stony 
| Brook, Long Island. 

| Born in Winchester, Va., Mr. 
Theis was a pioneer in the news- | 
paper representative business. In | 
1900 he represented the North | 
Star Daily Press Association, a| 
group of dailies published in Min- 
nesota and the Dakotas; in 1910 
he organized the advertising de- 


|partment of the American Press 


| Association, and in 


1918, estab- 
lished his own business. 


JAMES A. TOWNSEND 


BERKELEY, CaL.—James A. Town- 
send, 74, representative of Par- 
ents’ Magazine and others in the 
Parents’ group; Forbes Magazine; 
Progressive Grocer, the Chicago 
Daily News and other publica- 
tions, died here June 24. He 
maintained offices in Los Angeles 
and San Francisco. 

Mr. Townsend, often called the 
dean of publishers’ representa- 
tives, represented the old Delinea- 
tor for many years in the East. 


vertising, and individual display|7g until his retirement president | 


| 
} 
| 
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this man earns $166,040 a week 


That is, in Chinese dollars! 


At the current rate of exchange it equals $13.84— yet 
has to supply food, shelter and clothing for a family 
of four. 


Read the fascinating story of Yang Yung-Hai— one of 
Shanghai's few skilled workers—in FACTORY ’s July 
feature, 


HOW WORKERS LIVE AROUND THE WORLD 


this is how he lives 


3 . 

a xe 

& s 
& ¥% * 


é Db ethanaies t- 22 


i * 


Based on “‘on-the-spot” interviews in which workers in 
the U.S. and 13 foreign countries describe their daily 
lives — homes, jobs, costs-of-living. 


A new and dramatic proof of the advantages of the 
American system, strikingly presented: 24 pages, 51 
pictures. 


Write for your free copy: quantities also available for 
distribution. 


YFACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd STREET * NEW YORK 18, N. Y. 
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AAW to Cooperate 
with Ad Council 


in Western Drive 


(Continued from Page 1) 


with the AAW becoming an active 
council sponsor and spearheading 
activity on council projects 
throughout the West. 


Elect Russell Eller 


Russell Z. Eller, advertising 
manager, California Fruit Grow- 
ers Exchange, Los Angeles, was 
elected president of the organiza- 
tion, succeeding Vernon R. 
Churchill, Oregon Journal, Port- 
land. The new senior vice-presi- 
dent is Gilbert T. Stanton, Idaho 
Power Company, Boise, and the 
new vice-president at large is 
Martha Gaston, K. Fox, Long 
Beach. Cy Westeren, newly ap- 
pointed advertising manager of 
the Emporium, San _ Francisco, 
Was named secretary-treasurer. 

In his review of the past year’s 
operation, retiring President 
Churchill reported that there are 
now 36 affiliated clubs in the 
AAW, with three others awaiting 
admission, and that there are now 
over 5,000 members. Most en- 


EDITORS! Jokes and Cartoons! 


JOKES. We offer 600 original, hilarious jokes 
for only $3. Perfect as fillers. Written by a top 
radio and magazine humorist. This offer good 
only till Aug. 1. Send check with order. 
CARTOONS. We offer gag cartoons drawn by 
mationally known Cartoonists. Any subjects, any 
quantity. Price as low as $3. These cartoons are 
not syndicated but are sold exclusively to you. 
We will be glad to submit roughs for your ap- 
proval. 


LAauGcns UNLIMITED 
276.W. 43St. New York City 


couraging, he said, is the fact that 
member clubs have tended farther 
away from the concept of local 
civic or luncheon clubs, and are 
operating more specifically in the 
advertising field. The 1948 confer- 
ence will be held in Sacramento 
in June, with a midwinter confer- 
ence scheduled for San Diego. 
Scores of awards were an- 
nounced at the annual banquet 
Wednesday night, covering club 
activities, three minute talks, out- 
door and printing awards. Mem- 
bership awards went to the Ad- 
vertising Club of Oakland; Ad- 
vertising and Sales Association of 
Spokane; Stockton Advertising 
Club and Los Angeles Junior Ad- 
vertising Club, with scores of 
other awards going to various 
clubs for special activities. 
The Max Schmidt Memorial 
award for excellence in outdoor 
advertising was won by the Wine 
Growers Guild, Lodi, Cal., through 
Honig-Cooper Company, San 
Francisco, for a _ lithographed 
poster produced by artist Michel 
Kady. Second award went to Los 
Angeles Brewing Company,‘ 
through Lockwood - Shackleford, 
for a poster by Marcel Olis, and 
third went to Nesbit Fruit Prod- 
ucts, Los Angeles, through M. H. 
Kelso Company, for a poster by 
Clyde Provonaha. 


Get Transit Awards 


In the transit advertising 
awards, first prize of $150 each 
went to Robert Akey, account ex- 
ecutive, and to Leon Livingston 
Advertising Agency, for a card for 
Levi Strauss, with art work by 
Graeme Thomson. Second prize 
of $75 each went to Thomas Hop- 
kins, idea creator, and, Richard 
L. Leman, artist, for a card for 
Greyhound Lines, through Beau- 
mont & Hohman. Third prize of 
$25 each went to Harold Yost, 


Phone—BRYANT 9-0774 


idea creator, and Henry Wachs, 
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Alert advertisers realize 
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Beeponsive readers. 


DAKOTAS T 
HAVE LIQUID CASH RESOURCES OF. 
$1,553,253,448.00 


138,468 Dakota farmers have demand deposits of a 
Billion and a half dollars TODAY! Since May 1, 1941, 
North and South Dakota residents have purchased E, ; 
F and G Government Bonds totaling $571,926,448.00. 
Bank deposits as of January 1, 1947, totaled $981,- 
327,000.00 (an increase of $780,327,000.00 since 1941). 


spend these cash resources carefully for farm and 
family needs, and in accord with Dakota prosperity. : 

The Dakota Farmer is the Business Paper of this a3 
= Billion and a half dollar industry. 100,000 farmers- 
of all farmers in the Dakotas TODAY—are 


a Source: Federal Reserve Bank — 9th District 
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ABERDEEN, SOUTH DAKOT 
f° iee.d. P. MALONEY, Advertising Manager 


ODAY 


that Dakota Farmers will 
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artist, for a card for Wells Fargo 
Bank & Trust Company, through 


Leon _ Livingston Advertising 
Agency. The Bruce McCallister 
Memorial awards for printing 


were awarded individually by the 
Printing House Craftsmen of Los 
Angeles, Portland, Sacramento, 
San Francisco, Seattle and Van- 
couver. Winners of the three- 
minute speaking contests were 
Stanley Perkins, San Francisco; 
Mrs. Glory Palm Carlberg, San 
Francisco, and Charles Alva, San 
Francisco. 

Showing some new slides which 
depict the organization and opera- 
tion of the Advertising Council, 
Cc. G. Mortimer, vice-president of 
General Foods and chairman of 
the Advertising Council, speaking 
at the public relations session, 
thanked the Advertising As- 
sociation of the West for the 
support it has given to council 
campaigns in its own territory. He 
particularly praised the spectacu- 
lar job of the Advertising Club of 
Los Angeles in connection with the 
“stop accidents” campaign which 
he said was given well over $1,- 
000,000 in advertising support last 
year in addition to the $60,000 
cost of printed matter which was 
borne by the National Safety 
Council. 


Asks More Local Support 


More than $100,000,000 is needed 
in contributed advertising sup- 
port of public service programs 
channeled through the Advertis- 
ing Council in 1946, Mr. Mortimer 
said, in pleading for greater sup- 
port at the local level particu- 
larly in connection with the forth- 
coming “American heritage” and 
“economic literacy” campaigns. 

W. Averell Harriman, Secretary 
of Commerce, indirectly pointed 
up the importance of information 
programs of this general type by 
making a strong plea for retention 
of the overseas information pro- 
gram of the State Department, as- 
serting that he knows its value 
from first-hand experience as am- 
bassador to Russia and Great 
Britain. 

Mr. Harriman also voiced strong 
support for the new quinquennial 
program of Censuses of Manufac- 
tures and Business now awaiting a 
vote in the House after approval 
by the Senate, and also said that 
none of the Commerce Department 
cuts made by the House appropria- 
tions committee bothered him as 
much as the slashes in the budget 
of the Bureau of the Census. 

Highlight of the meeting from 
the standpoint of the delegates 
was the talk of Dr. George W. 
Crane of Chicago, newspaper col- 
umnist and psychologist, who in- 
sisted that advertising men are 
teachers in the great university 
of adult education and that admen 
really won the war by creating 
the demand for goods which made 
it possible to have an unbeatable 
industrial team in the field when 
war production was so _ badly 
needed. 


Outdoor Discussed 


Advertising is too modest, Dr. 
Crane asserted. It should do 
more shouting about all the things 
it has accomplished; should make 
its methods of practical psychology 
felt in the classrooms and the 
public affairs of the nation as well 
as in economic realms, and should 
devote more of its talents to pre- 
senting the problems of the day 
to the American public and to 
strengthening the foundations of 
the free enterprise system. 

Palmer Hoyt, editor and pub- 


Age, Chicago. 


i g Group of the Special Libraries Asso. 
ciation saw statistics in the hopper during a tour of the A. C. Nielsen Co. 
plant, one of the Chicago convention events. Left to right (standing) are 
Martha von Malotke, secretary of the Nielsen company; Frances Hutchinson, 
Nielsen librarian; Arax Odabashian, Association of National Advertisers, New 
York; Rosalind Morrison, Doherty, Clifford & Shenfield, New York; Margaret E. 
McQuide, Curtis Publishing Co., Boston, and Elizabeth C. Carlson, Advertising 

Seated is Marion Park, assistant to F. K. Leisch, executive 

vice-president of Nielsen. 
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task in selling human freedom to 
everyone within this country and 
throughout the world.” 

General sessions devoted largely 


to particular media accounted for 


much of the convention business. 
At the opening session Monday 
outdoor advertising was discussed 
under the general chairmanship 
of Edward T. Martin Jr., Outdoor 
Advertising, Inc., Seattle; by 
Mark Seelin, general art director, 
OAI, New York; Ray Andrews, 
vice-president, Botsford, Constan- 
tine & Gardner, Portland, and 
Charles H. Ferguson, vice-presi- 
dent and Pacific Coast manager, 
Batten, Barton, Durstine & Os- 
born. 

Using numerous examples of 
completed posters and poster 
drawings, Mr. Seelin emphasized 
that a good poster should seldom 
have more than three elements in 
it and that it is important to gauge 
the effectiveness of artwork on 
the basis of whether it tells its 
story in silhouette. Only in this 
way, he said, can proper emphasis 
be given the product being sold 
without too much conflict from 
the background. 

He warned against not giving 
proper attention to the package 


for poster work. Don’t ever take 
a lithograph off a package and 


said. 
Mr. Andrews related the fasci- 


which he said must be glorified | 


paste it on finished poster art, he| 
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total ex 
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nating’ business history of the 
Jantzen Knitting Mills business 
and how the company went na- 
tional in 1920 with a $15,000 ap- 
propriation borrowed from a 
bank. - Full color pages in Vogue 
and the old Life using Coles Phil- 
lips paintings helped put the “un- 
known” Portland business on the 
national map, he said. 

The artist, incidentally, got 
$1,500 for his painting, 10% of the 
total budget. 

The famous red diving girl, Mr. 
Andrews recalled, was originally 
developed as a border for retail 
store windows. A_ couple of 
Jantzen officials put them on their 
auto windshields on a trip to Yel- 
lowstone, with the result that the 
diving girl became a_ national 
craze, millions of them being sold 
to dealers at $2.40 a thousand 
They became so popular, he said, 
that they ultimately became a 
safety hazard and were elimi- 
nated. 

Pointing out that outdoor is a 
natural medium for Jantzen, Mr. 
Andrews said a checkback in five 
coast cities used since 1922 
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mf xblishers Representatives 
~ SINCE 1928 
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lisher, Denver Post, speaking at | 
the newspaper session, also put | 
in a strong plug for continuance | 
of the overseas information pro- | 
gram of the State Department and | 
called on advertising to exercise | 
its highest talents in the cause of | 
world peace and human freedom. | 


“Advertising,” he said, “is one of | 


the great bonds that holds civiliza- | 


_ | tion together. It faces its greatest | 


' 
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Viithorn FOR AD-SETTING 
Wieithorn FOR ENGRAVING 
Veithorn FOR PRINTING 


Corporation |i 


Telephone Whitehall 2300 


Se, North Rush Street * CHICAGO 11 « ILL. 
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19418  svertising Age, June 30, 1947 
showed that the average cost of 
poster panels in these cities was 
$19.60 25 years ago whereas now 
it is $34.60. 


Small Cost Increase 


This is a remarkably small in- 
crease, he said, when it is remem- 
pered that population of the cities 
has grown 125% in those years 
and auto registrations have risen 
fivefold. 

Jantzen always makes a full 
size hand painting of a poster be- 
fore releasing it to the lithograph- 
ers, Mr. Andrews said, to be sure 
to catch “bugs” which can’t be 
. seen in the small size. The com- 

pany also always uses a black or 
Asso. fg blue background, considering visi- 

Co, bility far more important than the 

are Muse of “cool” colors. 
nson, Recounting the many improve- 
New ments in the outdoor industry, 


#7 E. # Mr. Ferguson made a strong plea 
Ising 


, for more cooperation between 

utive Boiant owners and outdoor associa- 

tions on the public relations, self- 

regulation and other fronts. He 

f the pointed out that about 25% of the 

~~ total expenditure of BBDO’s San 
na- 


Francisco clients goes into out- 
door, probably a higher percent- 
age for this medium than would 
be found in any single large 
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WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

ew Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
TEMES he SRI oe MET 


314 So. Federal St., Chicago 4 
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agency office. 

A brass tacks clinic on transit 
advertising, presided over by Wil- 
liam P. Fielder of Fielder, Soren- 
son and Davis, San Francisco, was 
held Tuesday afternoon, with the 
featured speaker Frank Chapman, 
assistant advertising manager, 
Shell Oil Company, San Francisco. 

Mr. Chapman took issue with 
many commonly accepted notions 
about the use of transit advertis- 
ing, asserting that a car card is 
not a “baby billboard,” does not 
require flash messages, can carry 
up to 200 words of legible selling 
copy, and does not necessarily 
have to be either beautiful or de- 
voted primarily to illustration. 

Furthermore, the position of 
cards makes the optical center at 
the bottom, rather than the top, 
and headlines should therefore be 
put below the center. No one 
breaks his neck to read a car card, 
so effective visibility is limited to 
six seats, three ahead and three 
behind a card; he said. 

In addition, the average rider is 
exposed to the card for almost a 
half an hour and a three or four 
second flash message is not neces- 
sarily called for. “Too many cards 
are designed just for looks,” he 
said. “Looks may be important, 
but the item of first importance is 
to do a real selling job.” 


Displays Standardized 


Howard F. Anderson, Seattle 
Transit System, reported that 
“traveling displays” the new name 
for outside cards, are being stand- 
ardized throughout the country, 
particularly for side showings, 
and that it will probably not be 
too long before uniform spaces 21 
inches high and 27, 36 and 44 
inches wide are generally avail- 
able to advertisers. 

Mrs. May C. Vander Pyl, Ad- 
vertising Letter Service, Detroit, 


ame a told a direct mail session that sell- 
mm SOUTH CAROLINA'S STATE PORT 


1922 


SHIPPING . 


lines announced inauguration 


* American-South African Line 
*De La Rama Steamship Line 
* Isthmian Steamship Co. 

*Pan-Atlantic Steamship Corp. 


*American-Hawaiian Steamship Co. 
®@Arrow Line 


*South Atlantic Steamship Line 


*United Fruit Co. 


“Miter tenes &7es 


and 20 counties in the 
PUT THESE PAPERS 
C:culation up from 44,041 in 1941 to 


} HE CHARLESTO 


GATEWAY TO WORLD TRADE 
. STEADILY INCREASING 


Indicative of the 1947 general trend in Charleston, and as proof 
of the growing importance of the Port of Charleston, within the 
40 day period from April 20 to June 1, 1947, four major steamship 


Milline Rate only 2.47, lowest in South Carolina-less than national average. 


of new ‘scheduled service. 


The four steamship lines that recently inaugurated service are: 


— Monthly to East and South Africa. 
— Twice monthly to the Far East. 
— Monthly to the Far East. 


— Twice weekly southbond and twice 
weekly northbound, Coastwise. 


Steamship lines already operating established schedules are: 


— Monthly to the West Coast in the 
Intercoastal Trade. 

— Monthly to the West Coast in the 
Intercoastal Trade. 

— Monthly trans-Atlantic service to 
the United Kingdom, and monthly 
to the Continent. 

— Averaged 10 ships monthly since 
January |, 1947, importing bananas 
from Central America. 


ON CHARLESTON!=——— 


To reach the busy, growing Charleston Market 


Charleston Area Market, 
ON YOUR SCHEDULES 
74,341. 


N EVENING POST 


me, 0 Che News and Court 


CHARLESTON. SOUTH CAROLINA © 
REPRESENTED BY THE JOHN BUDD CO, 


ing is similar to fishing, and that 
the problem is to determine who 
are prospects, where they are, the 
best time to go after them, the 
best kind of offer to entice them, 
and the best means of presenting 
that offer. 

Few businesses, she said, do as 
good a job of seeking orders from 
their present customers as they 
should, declaring that “your own 
customers are from 148 to 540% 
more responsive than cold lists.” 
Selectivity in mailing lists, mak- 
ing certain that they contain the 
right kind of prospects, is far 
more important than accuracy of 
mailing address, she said. 


They'll Bite on Tuesday 


The very best day to have mail 
reach business executives, Mrs. 
Vander Pyl reported, is Tuesday, 
followed by Wednesday and 
Thursday. Saturday and Monday 
are bad, days, she said, adding 
that, generally speaking, the best 
mailing month is October, fol- 
lowed by January, February and 
September, with July at the bot- 
tom of the scale. 

The direct mail session, pre- 
sided over by Eric Smith, vice- 
president, Burroughs, Inc., Los 
Angeles, also heard Herbert Kir- 
schner, San Francisco, whose or- 
ganization publishes 38 house or- 
gans for various insurance organ- 
izations, declare that one need not 
vie in splendor with the national 
magazines in order to produce 
valuable and worth while organs. 

Anything from a penny post- 
card on up, issued with reason- 
able frequency and produced with 
intelligent attention to a specific 
aim, can be of real help in stimu- 
lating business, he said. 


New Awards Set Up 


At the session devoted to news- 
papers, which was presided over 
by H. C. Bernsten, manager of 
the Pacific Coast division of the 
Bureau of Advertising, it was an- 
nounced that the division has set 


| uP $500 in awards to be given 


annually, under AAW auspices, 
for the best general and retail 
advertising appearing in the 
newspapers of the 11 states. 

Alfred B. Stanford, director 
of the national division of the 
Bureau of Advertising, presented 
the slide film “Grass Roots 
and Greater Profits,’ after com- 
pleting a hegira which included 
rides with farmers, plane rides 
and a 180-mile taxi ride in order 
to reach Sun Valley despite the 
railroad washouts. 

The presentation of the media 
story was completed at the 
closing luncheon Thursday with 
a talk by Frank _Braucher, 
president of the Magazine 
Advertising Bureau, New York. 
The national magazine has 
reached its full flower in this 
country, Mr. Braucher said, a 
status nowhere else approached. 
The magazine is one of the most 
vital, unifying forces in the Amer- 
ican scene, he said and, along with 
other avenues of mass communi- 
cation which make America a 
united and homogeneous nation, 
could not exist beyond the con- 
cept of the American free press. 


B & B Shifts Four 


Walter Craig has been ap- 
pointed vice-president in charge 
of radio and television of Benton 
|& Bowles, New York, with Herb 
Leder named director of the new 
video division. Ted Steele, for- 
merly vice-president and business 
| manager, has been named vice- 
president and radio director, and 


Leder. 


Names Henrich 


ior account executive of the east- 
ern division of W. L. Stensgaard 
rector of advertising of Hart 
Schaffner & Marx, Chicago. 


Bill Valley, radio department, has | 
been appointed assistant to Mr. | 


Lee P. Henrich, formerly sen- | 


& Associates, has been named di-| 


| 
| 


Like thousands of French workers, Henri Auger counts 
himself lucky to have a roof over his head and money 
to feed his family of three... 


Even this would not be possible without the earnings 
contributed by his wife, by taking in sewing at home. 


This typical worker from the Renault auto factory tells 
about his life in FACTORY ’s feature for July, 


HOW WORKERS LIVE AROUND THE WORLD 


interviews in which 


One of a series of “on-the-spot” 


workers in the U.S. and 13 foreign countries describe 
their daily lives — homes, jobs, cost-of-living. 


A new and dramatic proof of the advantages of the 
American system, strikingly presented: 24 pages, 51 
pictures. 


Write for your free copy: quantities also available for 
distribution. 


coe. a 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd STREET * NEW YORK 18, N. Y. 
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56 
Tatham-Laird Moves 


Tatham-Laird, Inc., Chicago, 


has moved to larger quarters in | 
the Civic Opera building, 20 N.| 


Wacker Dr., taking over the 
northwest wing on the 18th floor. 
This is the third move to larger 
quarters that the agency has made 
since it began operations 16 
months ago. 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT Co. 
314 N. Michigan Ave, Cen. 3373, Chicago 1 


Issues Market Map 


The Toledo Blade has issued a 
1947 market map of the Toledo 
trading area, showing the number 
of families by county, total retail 
sales, sales of drugs, liquor, food 
and general merchandising. The 
map lists all towns in the area ac- 
cording to the Standard Rate & 
Data population classificatian, and 
shows the coverage of the Blade 
by towns and counties. Copies of 
the map are available gratis to 
advertisers and agencies. 


Monsen Appoints Lee 

Ray Lee has been named gen- 
eral manager of Monsen-Los An- 
geles, typographer. The new 
branch will be opened Aug. 1. 


Multiply it 


by 99 


That is the total effective buying 
income of Lawrence, Capital of 
the Woolen Worsted Textile In- 
dustry of America . . . exactly 
$8,587,000 more than the 1946 
estimate! Thousands of industrial 
workers in this lucrative center are 
potential customers of your prod- 
uct... able to buy, willing to buy. 


Read the Sales Management esti- 
mates at the right . . . convincing 
proof that this is a MUST market! 


Daily Eagle-Evening Tribune 
Read in 95 out of every 100 homes 

ABC Circulation over 35,000 
ABC City Zone population 128,619 


| Associated told AA that new of- 
| ficers of the company, who repre- 
‘sent Mr. Cummings, are still try- 
|ing to determine the financial sit- 


1947 
Sales Management 


SURVEY of BUYING POWER 


Estimates 
for LAWRENCE, MASS. 


RETAIL SALES 
$62,358,000 


WHOLESALE SALES 
$35,793,000 


FOOD SALES 
$15,473,000 
DRUG SALES 
$2,821,000 


PER FAMILY INCOME 
$3,782 


The EAGLE- TRIBUNE 


LAWRENCE, MASSACHUSETTS 
(CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WAROD-GAIFFITH CO.=- NATIONAL REPRESENTATIVES 


Chen Yu's Maker 
Goes Under; Asks 
Reorganization 


(Continued from Page 1) 
originator and head of Dana Per- 
fumes here. 

Mr. Ruskin recently turned 
over his stock to Nathan Cum- 
mings, who has tried to bail out 
Associated. Mr. Cummings is the 
head of Consolidated Grocers 
Corporation, giant wholesale gro- 
cery firm. 


Would Pay Off at 15% 


In the reorganization petition, 
Mr. Younghusband and Mr. Cum- 
mings are listed among the large 
creditors. Total liabilities are 
about $5,000,000. Assets avail- 
able for creditors are not yet 
fully determined, but are believed 
to be less than $750,000. The 
company proposes to pay off most 
of its debts at 15 cents on the 
dollar, the petition states. 

The district court here has re- 
ferred the matter to bankruptcy 
court for hearing, permitted it to 
continue operating and to bor- 
row $250,000 from Mr. Cummings 
to keep going. A spokesman for 


uation of the company. It was 
said advertising will be resumed 
as soon as this checking is com- 
pleted, or soon afterward. 

Few involved in the matter— 
including seven agencies—have 
spoken openly about Associated’s 


problems. 


to be less a secret kept by most) 


concerned than a general confu- | Apex Tests Factory Ads 


sion and mystery. Declining sales | 
of toiletries generally this spring 
contributed some, but manage- | 
ment is said to be the crux of the | 
failure. 


Meyerhoff Filed Suit 


The petition to reorganize vol- 
untarily followed two days after) 
four of the creditors, including 
Arthur Meyerhoff & Co., asked 
the district court to judge Asso- 
ciated a bankrupt. 

Meyerhoff, agency for Chen Yu; 
Huron Press; Colorprint Corpo- 
ration, and F. N. Burt Company 


| filed a petition saying that Asso- | 
| ciated recently, “while insolvent,” | 


transferred its property to other 
creditors with intent to prefer the 
latter over themselves. 
titioners’ claims 


ranged from 


| Cleveland, is testing factory-spon- 


| the Cincinnati and Syracuse areas. 


| this type of copy will stimulate 


about $2,000 to $13,000 each. 

Largest creditor among. the 
agencies is Ruthrauff & Ryan, 
dropped as agency on the Chen 
Yu account last winter. The debt 
admitted to R&R is $60,311. R&R 
was dropped when Associated 
filed a damage suit claiming the 
agency wrongly advised it last 
year on a promotion tied in with 
the film “Duel in the Sun.” The 
damage suit was later dropped, 
also. 


To Pay Retailers in Full 


Smaller debts of $17,000 and 
less are admitted as owed to Au- 
brey, Moore & Wallace (Evyan 
perfumes and Madame Hunting- 
ford cosmetics); Weiss & Geller 
(5 Day deodorant pads and 
Quickies); Goodkind, Joice & 
Morgan (Nelore pharmaceutical), 
and Export Advertising Agency. 
Al Paul Lefton, Inc., handling 
Tattoo cosmetics, is not listed as 
a creditor. 

The secured debts total about 
$2,000,000. Largest is that of 
General Finance Corporation 
($1,575,638) and next largest is 
$150,000 owed Mr. Cummings. In 
addition, Mr. Cummings is the 
largest unsecured creditor—this 
debt amounting to $1,385,740. Mr. 
Younghusband and two associates 
are owed $800,000. 

A sizable debt to hundreds of 
retailers, the petition declares, 
would be paid off, under the com- | 
pany’s proposed plan, in merchan- | 
dise, in full. 

Counsel for Meyerhoff and the | 
three other petitioners against As- | 
sociated told AA they “will go 
along” with the reorganization 
proposed by the company. 

Officers of the company vated 
Morris Levinson, Chicago attor- | 
ney, and Fred Buwan, secretary. 


What caused the com-| David Large continues as steers | 
pany to become insolvent appears | tising manager. 


Apex Electrical Mfg. Company, 


sored newspaper advertising fea- 
turing multiple dealer listings in 


Purpose is to discover whether 


sales of the company’s washers, | 
ironers and vacuum cleaners, or | 


| whether a concentrated newspa- 


per campaign will be required to) 
maintain sales volume. 


Launches Razor Drive | 


P ] 
American Safety Razor Cor- | 


poration, Brooklyn, has launched | 
a newspaper campaign, using 700 
to 1,000-line space, from coast to 
coast in Canada to promote its | 


|new Gem micromatic razor. F. H. | 


Hayhurst Company, Toronto, han- | 


Southern Pine Mi] 
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for Newsprint 
Will Start Soon 


AMARILLO, TeEx.—Paul M. Fulks 
publisher of the Wolfe City Sun, 
was elected president of th 
Texas Press Association, and \ 
M. Donosky, treasurer of the 
Dallas Morning News, was chose, 
president of the Texas Newspape; 
Publishers’ Association at Closing 
sessions of the organization: 
joint conventions here June 21, 

Millard Cope, Marshall News. 
Messenger, was elected vice-presi. 
dent of the TNPA and A. £ 
Clarkson of the Houston Post wa; 
re-elected treasurer. 

Robert Matherne of the Goos 
Creek Sun became TPA vice-pres. 
ident and Deskin Wells of the 
Wellington Leader was re-electe 
secretary-treasurer. 

Walter Hussman of the Tear. 
kana News and Gazette, retiring 
TNPA president, said newsprint 
continues to be the “prime operat- 
ing problem” with practically aj] 
publications. 

“A great many publishers,” he 
said, “instead of experiencing an 
improvement in the supply, are 
having greater difficulty than dur- 
ing the war.” 

R .W. Wortham, executive vice- 


president of Southland Paper 
Mills, Inc., at Lufkin, Tex., said 
there was a ray of hope in the 
newsprint situation for the first 
time in years. 


To Double Mill Capacity 


He said the second newsprint 
machine at Southland Mills—first 
plant making newsprint from 
southern pine—should be in pro- 
duction Jan. 1, 1948, doubling the 
capacity of the mill. And con- 
sideration is being given to in- 
stallation of a third machine, too, 
Wortham said. 

The United States shortage of 
newsprint,. added Wortham, 
part of a worldwide problen, 
which has arisen because the 
world demand has increased in 
the last ten years while the news- 
print supply has been decreasing. 

The only solutions to the shor'- 
age are in a drastic reduction in 
advertising appearing in the news- 
papers or in increased supplies, 
he said. 

Walter Morey of the Teletype- 
setter Corporation, Chicago, ex- 
plained to the joint meeting the 
operation of teletypesetter ma- 


chines now in use in_ several 
Texas newspaper plants. 
Edward Kennedy, managing 


editor of the Santa Barbara 


These pe- | 


dles the company’s Canadian ad- 
vertising. 
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HIS is Waco, where 103,000 persons work and play. This is 
the hub of a great eleven-county industrial and agricultural 
empire served almost exclusively by the Waco News-Tribune 
and Times-Heraid. This is YOUR new Major Market and these 
are YOUR Media for reaching it. Tell to Sell through the col- 


. SS Peres 


umns of these great Central Texas dailies. 


*City Population 96,500—Metropolitan Area 103,000 


ws 


@ Morning 


THE WACO NEWS- TRIBUNE 
THE WACO TIMES - HERALD 


Seat of an Industrial and Agricultural 
Empire. Home of 103,000° Texans 


@ Evening ®@ Sunday 


Burke-Kuipers-Maltoney, Natl. Representatives 


| 
7 | THE SPORTING GOODS 


(Calif.) News Press, told the in- 
\side of his 24-hour scoop on the 
|German surrender news. which 
\led to his suspension as an As- 
|sociated Press correspondent. He 
|said Allied commanders were 
| holding up the news in “appease 
i'ment” of Russia. 


| Appoints Cook V.P. 


James W. Cook, assistant vice 
| president of the Pacific Telephone 
|& Telegraph Company in 5a 
|Francisco, has been appointed 
| vice-president in charge of pub- 
|lic relations, information and at- 
| vertising of the Northwestern Be! 
| Telephone Company, Omaha. Fe 
| succeeds Frank C. Builta, retiree 


ee 
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promotion problems; exécute a!|mont, Cal., told the convention 


Nation's Grocers national program of publicity and | that nationally-advertised brands 


public relations; develop profit-|are the fastest moving indepen- 
able retail food store depart-/| dent retail grocery store items. 


Ur e Cam al n ments; step up activity with gov-| Food price mark-ups are small 
g p g ernment agencies; expand work | compared with many other com- 
Fulks with supplier and allied groups;| modities, and until new crops are | 
} Sun, . study changing consumer habits; | produced and wages are stabilized | 
Ef the or ower rices develop materials to help the re- | there will be no appreciable price | 
¥ M. tailer advise new families > a bree yon reported Harry H. Kin-| 
the to buy properly; boost aggressive- | naird, owner of the Chicago Dairy | 
shosen Luckman Tells Them ness in aiding the independent re-|& Baking Company, Clarksburg, | 
sPaper to Be 'Hucksters' tailer to keep his prices competi-| W. Va. 
‘losing f U S E tive, and protect independents; Palmer C. Mendelson, president 
ations’ or e We conomy against discrimination by sup-|of United Fresh Fruit & Vegetable 
Peds pliers. Association, called for breaking 
News. SAN FRancisco—America’s re- “the wall which has unconsciously | 


‘presi. tail grocers, meeting here last Blames Truman for Prices been erected between wholesalers | 

A. E,ffweek, girded themselves to battle) The Truman administration! and retailers.” 

st was {#for lower prices and thus capture| and politicians who “are trying to| As a result, he said, 30% of 
more of the consumer’s food dol-| work both sides of the street” are| America’s retailers handle 75% 


Goose @ lar. } responsible for present high food | of the volume of fresh fruits and 
~pres. Weapons for the fight, ranging | prices, Tyre Taylor, Nargus gen-| vegetables. He described the mer- 
of the fffrom brand new fresh produce|eral counsel, charged. |chandising program his associa- 


‘lectej J packaging machines to increased| He attributed current food costs | tion has designed to help retailers 
legislative eae were an-/to continued relief shipments) move fresh produce. 
fexar. Hnounced to the 5,000 members of abroad, government price sup- 
tiring Jthe National Association of Retail} ports for agricultural commodi- Luckman Urges Leadership 
With passage of the Taft-Hart- 


‘sprint § Grocers. J ties and the administration’s pol-| . . . 
perat- J Patsy D’Agostino, New York, | icy of encouraging wage increases. | !¢y bill, business and industry face 


lly all association president, outlined a| CC. B. Moore, managing direc-| greater and more critical responsi- - h h 
10-point program adopted for the|tor of Western Growers Associa-\ bility for constructive leadership HR 

Ss,” he Jcoming year. He said the group|tion, described the steps being|in labor affairs than ever before, ernie as op es 

ng an will: develop more and better ma-| taken by the produce industry to|Charles Luckman, president of 


y, are MM terial to aid retailers in store op-|meet mounting consumer demand | Lever Brothers Company, told the eeee and doubts 
n dur- eration; increase research into|for self-service in grocery stores|convention. Mr. Luckman urged 


marketing merchandising and/and increased competition from) the grocers to be “Hucksters” in 
» Vice- frozen and canned vegetables. A| Promoting free enterprise and de- 
Paper machine that will package 200| veloping a sound national system | 
> Said heads of lettuce a minute is the|f human relations. = x Bernie Bennett, late of the Aussie Army, now a pro- 
in. the first development of this research America,” he said, “doesn’t | , P , nebee P 
2 first program undertaken jointly by | Want small businesses solely be-| duction worker in a Melbourne engineering plant, 
California and Arizona fruit and|cause they lack the capacity for 
Sami aoaneane, asowth. hie county bse 00} works 49 hours a week for less than 50 cents an hour. 
The produce industry’s new ty ato ae ee | 
‘sprint j i i industrial lame ducks. at we| ‘ ° 
project is expected to bring about 
_—first lower costs at all levels, less | do need are plenty of young, ener- | He is trying hard to have some money, eagerly looks 
from waste and spoilage, and larger | _— B aeggesc mers ee ge in | forward to a wife, a home and maybe a car — but also 
1 pro- WITH AN OFFSET PRINTING | sales of fresh produce. them the potentialities of becom- ‘ : 
ng the Gaeveee Gb Giaee dom Weate €0 covens 4 ling big.” has to help support a family of nine! 
soa THAT IS PLEASING ADVERTISERS EVERYWHERE Advertised Brands Gain | ———_ 
oO in- Former Nargus President Her- | s ‘Ds ae , . 
e, too, Wh bua COM | bert H. Sack, president of pica. Raleigh Right Read about Bernie's plans for his future in 
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o- mont Grocery Company, Pied for the Throat’ | FACTORY’s feature for July, 


a : Slogan Killed 


2 the WaASHINGTON— The Federal 
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HOW WORKERS LIVE AROUND THE WORLD 


Trade Commission has announced 
that Brown & Williamson Tobacco 


ae ” : . . . . 
Corserntion, Lanievilia, has aarest | Also “‘on-the-spot” interviews with workers in the U.S. 


cng it will not again advertise that and 12 other foreign countries, describing their daily 
© Raleigh cigarets are “right for : : oa 
news: ion Geek lives — homes, jobs, costs-of-living. 
pplies, FTC’s announcement said the 

company agreed also not to in-| 
gp dicate in its Raleigh advertising | 
a oe ANALYSIS that “the smoke from such ciga- |! 
-_—o rets is beneficial to the throat, 4 
Fane less harmful than smoke from 
everal OF THE other cigarets.” W H Y D | D FAC T 0 RY 

In Louisville, T. V. Hartnett, | 

se ST PAUL president of Brown & Williamson, | | ND ERTAKE T 4 | § * 0 R LD e | | D f 
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said that the phrase “right for | 
ce companys sévetang he PERSONAL INTERVIEW STUDY? 


more than a year. | 


Booth Fisheries Adds 2 | 


| Booth Fisheries Corporation, | 
Chicago, has appointed Harlan | much more than any other can offer. In 24 pages, with 
James, formerly assistant sales ss ‘ 
manager and i Me mm manager | 51 dramatic pictures, FACTORY makes these under- 
of Polar Frosted Foods, Seattle, to | 
take charge of frozen food sales | 
_in Booth’s Seattle branch. Stanley | agement for constructive use in employee relations. 
| Wyss has been named assistant to | 
| the director of procurement and | 
|control for the frozen food di- ; . 
| vision, with headquarters in Chi-!| Write for your free copy: quanti- 


he if- 
on. the MARKET 


To provide a new kind of proof — in a simple, human 
way — that the American system gives our workers so 


standable economic facts available to industrial man- 


a ere is an extensive and scientifically exacting sur- 
nd aé- vey of the St. Paul Market, conducted to deter- 
n Bell mine brand preference, merchandise availability, 9 ae Me 
a. He shopping habits and other significant consumer data. | Benjamin Heads Homart 
eured It presents a wealth of dependable facts on foods. | 
soaps, toiletries, beverages, home appliances and | vice-president of American Home | 
. general consumer habits . . . facts which will serve | Foods, has been elected president 


cago. 


ties also available for distribution Vere 
Robert L. Benjamin, formerly | 


as a key to this potent market. |of Homart Foods, Inc., Chicago, 
new specialty food manufacturer. 


« . : Initial production of a line of pre- 
The “St. Paul Dispatch-Pioneer Press 1947 Con- pared baking mixes under the 


* oad . . | - ; ? 
sumer Analysis” will be published about July Ist and brand name Homg-art is scheduled y 3 
will be available to advertisers and advertising agen- to begin this month. Introductory . 
cies. Order your copy now ... use your letterhead and national advertising is planned. 


write: National Advertising Department, St. Paul Dis- ae 
patch-Pioneer Press, St. Paul 1, Minn., or Ridder-Johns ‘Boosts Tourist Cruises 


Incorporated, 342 Madison Ave., New York: Wrigley Puget Sound Navigation Com- 7 | MANAGEMENT AND MAINTENANCE 


Building, Chicago: 14; : pany, Seattle, is using 27 dailies 
3 go; or Penobscot Building, Detroit. in four Pacific Northwest states, 


car cards and brochures to pro- 
ST. PAUL DISPATCH-PIONEER PRESS | °%..‘ou"ist, fravel cand. ferry 
|through J. Walter Thompson | 


| Company, Seattle. 330 WEST 42nd STREET » NEW YORK 18, N. Y. 
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Senate Group 
Approves Census 
of Manufactures 


(Continued from Page 1) 


be moved rapidly to the White 
Housé after the elimination of 
minor language discrepancies 
with the bill previously passed by 
the Senate. ' 
Senate committee action left the 
current census statistics program, 
the bulk of the regular Census 
Bureau organization, far below its 
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current level of operation, and 
even farther below the proposed 
level for 1948. 

Even with small upward adjust- 
ments for various programs, Cen- 
sus was allowed only $740,000 for 
current business statistics in 1948, 
compared with $1,180,814 available 
this year, and $1,390,000 requested 
for the new fiscal year. 

The program for current indus- 
try statistics fared even worse, ob- 
taining from the Senate only $1,- 
000,000 for 1948, compared with 
$1,922,774 currently available and 
$2,278,000 sought. 


Another Cut 


Likewise, the labor force team, 
a sampling organization collecting 
employment figures and similar 
data for major metropolitan areas, 
was cut from its present $2,178,- 
990 to $1,000,000. It had asked 
$2,766,000. 

In.all, the Senate allowed $5,- 


/845,000 for current census statis- 


tics. While this was fractionally 


p above the $5,000,000 allowed by 
the House, it was far short of the, 


$11,500,000 sought by Census, or 
the $9,273,784 now available. 

The Senate committee provided 
$360,000 to permit the Bureau of 
Foreign and Domestic Commerce 
to maintain 17 of the 40 field of- 
fices that were scheduled for clos- 
ing as a result of House action 
substantially trimming the Com- 
merce Department budget. 

Purpose of the Senate action 
was to assure at least one Com- 
merce field office in each of 46 
states. 


AWB Elects Fay Clark 


Fay Clark of Station WBRY, 
Waterbury, Conn., has been ap- 
pointed chairman of the Ist dis- 
trict (New England) of the As- 
sociation of Women Broadcasters. 


WWNY Appoints Two 


Earl R. Kelly has been ap- 
pointed station manager of 
WWNY, Watertown, N. Y., suc- 
ceeding Thomas E. Martin, who 
resigned to become manager of 
Station WRUN. James W. Higgins 
has been named assistant manager 
of WWNY. 


‘Liberty’ Will Go 
Monthly Aug. 2 
to Reduce Costs 


New YorkK—Liberty Magazine, 
rumors of whose demise were 
circulating rapidly throughout the 
advertising and publishing world 
last week, continues to be very 
much alive. Paul Hunter, pub- 
lisher, announced last Wednesday 
that Liberty will become a 
monthly effective with the Aug. 2 
issue, appearing thereafter two 
weeks ahead of the date of issue. 

Liberty’s troubles of late were 
ascribed by Mr. Hunter to terrific 
increases in production costs, with 
which all publishers are familiar, 
plus a rapid rise in circulation. 
The magazine has been delivering 
1,600,000 copies against a 1,400,- 
000 guarantee, and even the cur- 
rent rate of $2,940 a page is not 
yet in effect on all advertising, 
because of earlier commitments. 

“Changing from a bi-weekly to 
a monthly should solve a large 


The Times-Picayune 


and 


New Orleans States 


oncentrate in 


“BECAUSE: These two newspapers help sell more merchan- 
dise for our store than any other advertising mediums. I only 
wish that they had more space available for our use!” 


B. M. ISAACS 


President, Marks Isaacs Co. 


Marks Isaacs Department Store Linage 1946 


The Times Picayune PES ccc cciececccsesccccessecwesweneqesdss 6 Sess 800% 298.440 

The New Orleans States (E) .....ccccccccsccccccccccccccssscee oe oe seveees 140,503 

The New Orleans Item = (E) wc cc ccc ccc c ne cece cc cc cc cccesecccseessesccccecs 50,308 
Linage January 1 to May 31, 1947 

The Times-Picayune [MAE sec svccesdsese ccesde ST TTT TET ICT TTT Tt oses #4Q,187 

The New Orleans States (E) 2... cece cccccvcccccccccceececseessssrrecvese 72,693 

New Orleans Item = (E) own ee cece cece cece cece reece eer eesscsseseesecere 22,157 


Linage figures from Media Records 
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part of our problem,” Mr. Hunter 
said. “The magazine will main. 
tain all of its major editorial fe. 
tures, including the picture sec. 
tion and the book condensation, 
We believe the circulation wij 
continue to increase at the 10-cen} 
price, which will be the lowest jy 
the general monthly field.” 


Newsstand Sales Hold 


Newsstand sales of Liberty have 
held up well, he added, returns a 
present running only 12 to 14%, 
with practically sell-outs earlier jy 
the year, in spite of the generally 
soft condition in the field. With 
a doubled life for each issue, re. 
turns should be even lower in the 
future, he believes. 

As part of the retrenchment 


‘program to get Liberty solidly jy 


the black, about a third of the em. 
ployes of the magazine have been 
released. Homer Rockwell, for 
the past five years advertising di- 
rector of the magazine and for- 
merly with Macfadden Publica- 
tions, has resigned. Some mem- 
bers of the advertising sales staff 
are also out, but most of the key 
executives, including editorial 
staff members, have been retained, 
Control of Liberty Magazine, 
Inc., still rests with the Atlas Cor- 
poration, ADVERTISING AGE has 
been assured. John Cuneo, head 
of the Cuneo Press, which prints 
Liberty, is a stockholder, but does 
not control the publication. This 
refutes reports that Mr. Cuneo had 
taken over the Atlas stock from 
Floyd Odlum, head of Atlas. 
Liberty, started by the Chicago 
Tribune in 1924 as a weekly, and 
later published by Macfadden, be- 
came a bi-weekly at the begin- 
ning of 1947. 


To Railway Federation 


The Federation for Railway 
Progress, founded in February by 
Robert R. Young, has elected Wil- 
liam N. Leonard, chairman of the 
department of economics of Rut- 
gers University, and David A. Hill, 
Chicago consultant on railroad se- 
curities, to its executive council. 
Mr. Leonard will represent the 
traveling public, and Mr. Hill, 
railroad security holders. 


Stifel Names Agency 


J. L. Stifel & Sons, Wheeling, 
W. Va., converter, dyer and 
printer of cotton textiles, has ap- 
pointed Anderson, Davis & Platte, 
New York, to handle advertising. 
Plans are being formulated for a 
1948 campaign. 


FOR 40 YEARS, ROADS AN) 
STREETS has served this field 
through personal field contact 
that create sure-fire editorial lea 
ership in this vigorous, never-staté 


field. 24,000 CCA. 
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‘Anti-Petrillo’ 
Rule Seen As Aid 
to FM Stations 


WASHINGTON — The Supreme 
Court, by a five-to-three vote 
Monday, declared that it was with- 
in the commerce clause of the 
Constitution for Congress to out- 
law feather-bedding in the radio 
proadeasting industry promoted by 
the American Federation of Mu- 
sicians. 

In reversing a circuit court de- 
cision, Which had held the “Anti- 
Petrillo Act” to be “vague, indef- 
inite and uncertain,” the Supreme 
Court held the language “‘was suf- 
ficiently definite’ when ‘“meas- 
ured by common understanding 
and practices.” 

The court ruled out the defense 
that Congress discriminated by 
“singling out” broadcasting em- 
ployes for anti-feather-bedding 
regulations. 


Must Stand Trial 


“If Congress believes that there 
are employe practices in the radio 
industry which injuriously affect 
interstate commerce and_ directs 
its prohibition against these prac- 
tices, we could not set aside its 
legislation even if we were per- 
suaded that employer practices 
also required regulation,” Justice 
Hugo Black said for the majority. 

As a result of the decision, Mr. 
Petrillo must now stand trial in 
Chicago for precipitating a strike 
at WAAF, Chicago, after the sta- 
tion refused to hire three addi- 
tional record librarians. 

The Frequency Modulation As- 
sociation saw the Supreme Court’s 
“anti-Petrillo” decision as an im- 
portant help for struggling FM 
operators anxious to hold down 
programming costs during the pe- 
riod of pioneering. 


FM Can Use Net Shows 


As a result of the ruling assur- 
ing congressional power to deal 
with Petrillo’s “feather-bedding” 
rules, it is now safe for an FM sta- 
tion to use network programs or 
the identical musical broadcasts 
of a standard affiliate without 
complying with Petrillo demands 
for the employment of “stand by” 
musicians, FMA said. 

FMA General Counsel Leonard 
Marks told members that judges 
and juries have now been em- 
powered to decide the number of 
persons actually required to oper- 
ate a station, and that stations are 
free to take their disputes with 
Petrillo into court if the union at- 
tempts to apply force. Bill Bailey, 
executive director of the associa- 
on, wired presidents of all four 
networks, asking them to release 
network musical programs to the 
243 FM stations now in operation. 


American Net Adds 
Three New Stations 


American Broadcasting Com- 
pany has added three stations to 
‘s network, bringing the total of 
affiliates to 258. The new sta- 
tions, two of which now are under 
construction, will join the net in 
the fall. They are: KWRN, 250 
watts, Reno, Nev.; WTHI, 1,000 
watts, Terre Haute, Ind.; and 
KFRE, 250 watts, Fresno, Cal. 

KSIC, Corpus Christi, Tex., will 
ifiliate with ABC Oct. 1, replac- 
ng KWBU, Corpus Christi. 


Armour Owns ‘Hint-Hunt'’ 
_Armour & Co., Chicago, through 
F ote, Cone & Belding, has pur- 
“Nased the remaining 10 minutes 


daily of the 25-minute CBS “Hint- 


claimed to improve the Acousticon 


ads (a third may be added). 


copy devoted to R-C. 


Labor Day weekend. 


combined circulation of 14,811,458 


homes. 
An institutional campaign through 


papers. 


Nehi Tests Copy on Return to-5-Cent Price 
CoLumBus, Ga.—Nehi Corporation is testing small-space copy in 
Rochester, N. Y., which proclaims that Royal Crown cola is “now 


back to 5 cents.” Batten, Barton, 


tooth powder. 
nationally market by market. 


man & Marquette is the agency. 


Last Minute News Flashes 
Acousticon Readies List for New R-C Promotion 


New YorK—Acousticon, through Hirshon-Garfield, is preparing a 
media list for a campaign to promote “R-C,” a new development 


between noise and speech. Copy will be based on results of two test 
Al, 
Times June 17 emphasized the R-C theme, and a half page in the 
New York Sunday News June 29 emphasized the general value of 
the instrument to the hard-of-hearing, with only two sentences of 


Tide Water Oil Breaks Summer Drive 

New YorK—Tide Water Associated Oil Company, through Lennen 
& Mitchell, will use 675-line insertions in 316 newspapers of 266 
eastern cities for a summer campaign which will break July 4, with 
special Fourth of July weekend copy. The campaign will run through 
Columbus Day, with a special advertisement to be scheduled for the 


Seeman, Lipton Offer Plastic Spoon Premiums 

New YorK—Seeman Bros. is using 450-line insertions in one news- 
paper in each of 12 smaller eastern cities to offer 12 colored plastic 
iced-tea spoons in return for 25 cents and one White Rose tea box top. 
Thomas J. Lipton, inc., is using 800-line black-and-white insertions 
and color pages in This Week Magazine and Sunday comics with a 


tea spoons in return for 25 cents and one Lipton’s tea box top. See- 
man’s agency is J. D. Tarcher; Lipton’s is Young & Rubicam. 


Standard Explains ‘Pinch’ in Newspaper Ads 
Cuicaco—Standard Oil Company of Indiana is running a one-time 
insertion ranging from 1,175 to 420 lines in about 1,500 daily and 
weekly newspapers throughout its marketing territory, except Colo- 
rado, Montana and Wyoming, to explain the midwest gasoline “pinch.” 
The reasons are more motor cars and trucks, increased gasoline con- 
sumption by airplanes and farm tractors, and of oil by railroads and 
McCann-Erickson handles Standard’s product advertising. 


will be developed in a few months. 


Semler Runs One-Cent Sale Drive in New York 

New CANAAN, Conn.—First insertions on a regional campaign ad- 
vertising a one-cent sale of Kreml shampoo are appearing now in 
papers in western New York. R. B. Semler, Inc., through Erwin, 
Wasey & Co., New York, has scheduled these small space advertise- 
ments to continue through August in eight New York state news- 


Colgate Launches One-Cent Sale Copy 

New YorK—Colgate-Palmolive-Peet Company is launching a na- 
tional newspaper campaign featuring a one-cent sale on Colgate’s 
Copy will start appearing in the East, and be spread 
Ads offer a large size can of powder 
for one cent when bought with the “giant” size for 40 cents. 


hearing aid by correcting the ratio 


260-line insertion in the New York 


to offer eight colored plastic iced- 


Batten, Barton, Durstine & Osborn 


Durstine & Osborn is the agency. 


Sher- 


Brand Goods Pay, 
Brightman Tells 
NY Sales Execs 


New YorkK—Reporting that tests 
conducted in his store had proved 
that advertised products outsell 
un-advertised merchandise, and 
urging related selling as an in- 
strument of lower distribution 
costs, Harold M. Brightman, presi- 
dent of Philadelphia’s Lit Bros. 
department store, appeared before 
the Sales Executives Club of New 
York last week. 

In a recent Lit test, Simmons 
mattresses, a nationally-adver- 
tised product, outsold identical 
products bearing a fictitious brand 
label which was unknown to con- 
sumers by 15 to 1. In an ex- 
tension of the test, the price of the 
fictitious brand was lowered $5, 
and still Simmons outsold it 8 to 
1. Later, with a $10 reduction, 
the fictitious brand was still un- 


the score was 14 to 13. 

Advertised brands move faster, 
make possible greater turnover, 
Mr. Brightman told the group. In 
this connection, he urged greater 
use of related selling and praised 
makers of national brands for 
their related sales programs. 

In a recent study made by Clu- 
ett, Peabody & Co., he pointed out, 
the company found in 300,000 
sales checks that only 15% of con- 


Hunt” show, effective July 21. 
urrently, Armour sponsors the 
rst 15 minutes of the quiz pro- 
‘am and uses it to promote Chif- 
Soap flakes. The new 10-min- 
purchase will plug meat prod- 


Cis 


Ute 


sumers buy more than one item. 
|The company urged retailers to 
sell four related items and to tie 
in advertising with window and 
counter display of these items. “In 
| the average department store,” he 


able to outsell Simmons, although | 


‘said, “100 shirt customers will buy 
| 20 neckties and four handker- 


chiefs; but these same 100 cus- 
‘tomers will buy as many as 60) 
ties and 45 handkerchiefs when | 
related selling is employed. Since | 
increasing sales per customer is | 
one way to bring down sales costs, 
it is also a factor in reducing 
prices. It is up to us, therefore, 
to engage consistently in sales re- 
search that will help, among other 
things, to lower selling costs.” 


_THE WICHITA BEACON 


Dick Tracy, Orphan Annie, Skeezix Start Today 
OVS © 3: Pach. a 2 Boe 5 
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‘had bs Adsiten te Those Greet Contes The Wichite Broce Daly Cavies Yar Samps ond frends Ste 
The Semcen Tey Presets I Lending Comics on Tite Page. Reguter Regs | Miwe WH Se Feud on Page ? 


FEATURE—This is how the front page 
of the Wichita Beacon looked the day 
the newspaper spread out its comics to 
point to its use of the “world’s best.” 


Philco Plans 
$19,500,000 Ads 
to Sell Products 


New YorK—Philco Corporation 
is planning a $19,500,000 adver- 
tising campaign to push its new 
line of radios, television sets and 
refrigerators, which were un- 
veiled for dealers from the New 
York metropolitan area here last 
week. 

Details of this mammoth pro- 
motion drive, which envisages 
$15,000,000 in dealer-cooperative 
advertising, were discussed by 
James H. Carmine, vice-president 
in charge of merchandising. 

The occasion also marked the 


Trademark Act 
to Take Effect 


Next Saturday 


WasHINGToN—Patents Commis- 
sioner Casper Ooms announced 
last week that he is ready to re- 
ceive registration applications un- 
der the Lanham trademark act 


which goes into effect July 5. 


Adopted by Congress a year ago 
after nearly 10 years of study, the 
law vastly broadens trademark 


protection, including a provision 
making a trademark incontestable 
after five years. Marks registered 
with the patent office are assured 
protection from state or territorial 
legislation. 

For the first time, service marks 
used in the sale or advertising of 
services, certification marks and 
collective marks may be regis- 
tered. Union labels, association 
marks, certifying seals and other 
emblems thus get new protection. 

In addition, marks which are 


not normally recognized as valid 
trademarks, such as geographical 
names or descriptive names or 


mere surnames, may now be reg- 
istered if they have acquired “dis- 
tinctiveness” or true trademark 
significance, Mr. Ooms said. 
Present trademark owners may 


convert to the new act merely by 
filing an affidavit with the patent 
office. The mark will then be re- 
and _§ incontestability 


published 
may be claimed after five years. 


Colgate Airs ‘Norths’ 


on Columbia Net 


Colgate - Palmolive - Peet Com- 
pany has bought “Mr. and Mrs. 
North” to replace the Mel Blanc 
show in the Tuesday night 8:30 


PR Merger Possible; 
Plans Being Studied 


Officials of the American Pub- 
lic Relations Association told AA 
last week that there were cur- 
rently no negotiations in progress 
between APRA and the other two 
public relations groups (National 
Association of Public Relations 
Counsel and American Council on 
Public Relations), which had an- 
nounced merger plans. 

An APRA spokesman said that 
the association has appointed an 
advisory committee to report on 
the advisability of a merger, but 
that no recommendations have as 
yet been received. 


Cudahy Names Tremblay 


L. G. Tremblay, advertising 
manager of Old Dutch cleanser 
division, has been appointed to 
the newly created post of general 
advertising manager of Cudahy 
Packing Company, Chicago. 
liam Weber, advertising man- 
ager of the meat and specialty di- 


Wil- | 


CBS slot. 
ginning July 1. 
handles the show. 
North” 
NBC in 1942. 


Andrew Jergens 


December. 


Form Alber & Hening 


1700 Walnut St., Philadelphia 3 


Hening. 
outgrowth of E. Bradford Hening 


solved. 


Lieber Names Selle 


Fred A. Selle, 


has been 
Advertising, Chicago, 


makers, 
Lieber 


ment. 
] 


Colbert Joins WTIC 


The mystery drama is 
signed for a 52-week run be- 
Mel Blanc’s final 
broadcast for Colgate was aired 
last week. Sherman & Marquette 
“Mr. and Mrs. 
first went on the air over 


Company 
dropped the show from NBC last 


Alber & Hening, Inc., advertis- 
ing agency, has been formed at 


by Howard Alber and E. Bradford 
The new agency is an 


Advertising, which has been dis- 


formerly with 
Broadcast Meats and other food 
appointed by 
aS 
head of its merchandising depart- 


introduction of Philco’s first video 
sets. Biggest ballyhoo was given 
to the large-screen projection re- 
ceiver, which affords a_ picture 
15x20 inches in size, priced at 
$795. Ready for delivery to deal- 
ers, this Model 2500 is Philco’s 
bid for top television honors. 


‘In Line with Sales’ 


Mr. Carmine said the advertis- 
ing expenditure is in line with the 
company’s sales for the first six 
months of this year—$105,000,000 
to date, compared with $126,000,- 
000 for all of 1946. He expects 
the figure to reach the $200,000,- 
000 mark by the end of 1947. - 

Copy in business papers will 
start the middle of July and will 
be followed by heavy promotion 
in leading newspapers throughout 
the country. Theme of Philco ad- 
vertising for 1948 is— ‘When 
there’s a choice, it’s a Philco.” 

Beginning in August, spreads 
are scheduled for national maga- 
zines. In some cases this will tie 
in with promotion for the com- 
pany’s three radio shows — Bing 
Crosby and “Breakfast Club” over 
ABC, and Burl Ives over Mutual. 
Buildup for Der Bingle will outdo 
even that of last year, when 
Philco decided to gamble with an 
expensive recorded show. 


May Use Co-op Show 


Mr. Carmine said he is well 
pleased with his radio programs 
and contemplates no changes in 
the immediate future. There is, 
however, some discussion of a co- 
op show to be made available to 
dealers for broadcast on their 
local stations. 

Phileo bought 66% of all the 
radio industry advertising used 
last month and 50% of the entire 
amount of the first three months 
of 1947, he said. Hutchins Adver- 
tising Company handles the ac- 
count. Final decisions on adver- 
tising schedules for television will 
not be made “until we see how 
things are going in this area,” Mr, 
Carmine reported. 

Philco is giving its dealers a 
three-week course to teach them 
how to install the sets. This pro- 
cedure already is in effect in 
Philadelphia, where the television 
receivers were put on the market 
some time ago. Predicting that 
the prices of television sets will 
,|come down as soon as they can be 
produced in volume, the Philco 
executive said the company will 
*!do everything possible to bring 
them down at the earliest possible 
moment. 

In addition to Model 2500, 
Philco showed a 10-inch, direct 
view projector priced at $395 and 
a seven-inch screen receiver with 
all the same features. Price was 
unannounced. 


Ticonderoga to Dorland 


| Ticonderoga Pencil division of 
visions, has been named assistant Jean Colbert, former director,! the Joseph Dixon Crucible Com- 
general advertising manager.|writer and commentator for|pany, Jersey City, N. J., has 
Henceforth, the advertising of | women’s radio shows in New York | named the international division 
all divisions will be handled by| and Philadelphia, has joined Sta-!of Dorland, Inc., New York, to 


one general 
ment. 


of women’s activities. 


advertising depart-|tion WTIC, Hartford, as director| direct its advertising in foreign 


’ markets. 
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ansumer Movement 


1947 


The consumer is again QUEEN and KING 


There were days a few months back 
when the trade worshipped inven- 
tory. Grocery and drug retailers 
thought they could make paper prof- 
its on any merchandise that would 
fill the shelves. Almost any brand 
looked good. 


Not so in ’47! Executives of this 
organization have just returned from 
field trips covering more than 2,000 


key grocery and drug stores in all 
sections of the country. 


Complete ‘‘about-face’”’ by the 
trade toward inventories now means 
that they are afraid of inventories. 
They are buying only those items 
the consumer demands. Today, the 
buyers and chain executives are con- 


~centrating on emptying their shelves 


—not filling them. 


These are times that test the real 
strength of an advertised brand. The 
solidly built brands go right along. 


And today the consumer is buying 400 
packages of the brands we advertise every 
time you can say Dancer-fitzgerald-Sample 


the working day moving steadily across 


[ This figures 200 sales each second of | 


the counters of America to consumers. 


Dancer-Fitzgerald-Sample, Inc. 


Advertising 
CHICAGO NEW YORK 


HOLLYWOOD TORONTO 
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